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Preface 


Beyond worship, the duty of people in Islam is to build Emaar (the earth). The 
exact meaning of the Arabic term Emaaratu Alardh (building of the earth) means 
to make it full of life or, to make it better in every sense. A term intrinsically 
related to Emaar is Ifsad (ruination). The Islamic teachings state that the duty of 
man is to build without causing ruination before, during or after the building, 
If cutting a tree to make pencils ~ the greatest invention of mankind ~ leads to 
soil erosion then cutting that tree becomes classified as ruination to the earth 
and as such it becomes forbidden. A penetl manufacturer, thus, needs to think 
‘of more innovative and less harmful ways to make pencils. 


Islam takes a very long-term perspective in determining what is permissible 
(Halal) and what is not permissible (Haram). Making gains today at a deferred 
price that earth and its inhabitants will have to pay later is Haram. The religious 
ainy of trade in Islam, like all other human activities, is to make the world better. 
‘Thus, all those involved in trade must ensure, each in his turn, that a tree is 
planted in place of the tree that they need to cut down, that adequate and safe 
passage ways are allowed for animals when designing dual carriage ways, that 
planting coffee to increase the wealth of ane doesn’t mean planting less wheat 
making another starve, etc. 


‘These and other similar concepts are not hard to comprehend and they 
don’t conflict with human nature; it is easy for people to know that harm in 
all of its forms and shapes is wrong, but the Islamic doctrine doesn’t stop at 
clarifying right from wrong or good from bad; instead, it makes it obligatory 
on its followers and all those who deal with them to adhere to its teachings of 
causing no harm, Failure to comply with these teachings, when one is able to 
comply, becomes a sin. 


Islam is a framework of life and living, It is much more than Halal or 
Haram, permissible or not permissible, right or wrong or, good or bad. The 


ai THE PRINCIPLES OF ISLAMIC MARKETING. 


duty of man on this earth is to enable life to thrive; cutting down a forest to 
erect concrete, high rise or otherwise, is neither building nor enablement! I still 
remember a story a Portuguese friend told me many years ago that when a tree 
‘was cut down in the Amazon, scientists found nearly four thousand species 
and life forms living off and on that tree. It is within this framework that the 
Islamic teachings on business should be understood; before carrying out any 
bbusiness activity, a business person needs to make sure that he can justify the 
displacement of four thousand lives. Ifno justification can be provided then the 
tree should be left alone, 


About this Book 


In the global corporate environment today there are very few books that 
provide practical perspectives and insights relating to the Islamic viewpoint 
‘on business conduct, ethics and other managerial issues, Principles of Islamic 
Marketing addresses one aspect of Islamic business thought that has been thus 
far neglected; it aims to provide a framework for understanding the Islamic 
marketing code of conduct and presents practical perspectives for companies 
and their leaders and employees te incorporate 


This is not a retigious book and it is addressed neither to new age Muslims 
nor to traditional Muslims. It is written as.a marketing book that aims at filling 
2 gap in international business literature, that which represents the basis of 
the business model adopted by nearly one quarter of the world population: 
the Islamic economic system, This model has already proved successful in one 
major Industry: Islamic finance. Although a thriving financial sector sounds 
unrealistic these days, Islamic finance, as a branch of the Islamic economic 
system, is one sector that has not only been resilient, but itis also growing 
faster than any other subset of world banking. While the Western world's 
financial system has been imploding. this small but rapidly growing share of 
‘world capital has emerged relatively unharmed. Many Western banks, trying 
to cash in on this growing field, have fast-growing Shariah-compliant arms. 
The UK is vying to capture this market and has changed its laws to allow the 
different property transfers required for Islamic lending, British media report 
growing interest even among non-Muslims because of perceptions that it is a 
more ethical approach to finance. 


The book provides a complete guide of the requirements an organization 
needs to follow when managing its entire marketing function within the Muslim 
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market or when a Muslim part is involved. Being the first publication in this 
field, itis designed not only to address the challenges facing marketers involved 
in business activities with and within Islamic communities, the knowledge 
needs of academic institutions or the interest of multinationals keen on tapping, 
the massive Islamic markets, it aims, above all, to lay the foundation of and 
advance Islamic marketing as a new social science. Furthermore, it identifies 
the features of the Islamic framework of international marketing practices 
and ethics in the sense that marketing practices, embedded in a strong ethical 
doctrine, can raise the standards of business conduct without compromising the 
quality of services or products offered to customers, or harming the interests 
Of businesses. Adherence to such ethical practices elevates the standards 
of behaviour of traders and consumers alike (Saeed et al, 2001), creates a 
value-loaded framework for firms and establishes harmony and meaningful 
cooperation between international marketers and their Muslim target markets, 


‘Throughout the book, I have used the following Quran translations: 


1, Yusufali, available at The Center for Muslim-Jewish Engagement, 
University of Southern California 


2. Pickthal, available at The Center for Muslim-Jewish Engagement, 
University of Southern California 


3. Shakir, available at The Center for Muslim-Jewish Engagement, 
University of Southern California 


4. available at http://www .qurancomplex.com/Default.asp?l-engF, 
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PART 1 
Understanding Islamic 
Marketing 


Islamic Business Ideals 


When Muslim merchants travelled to distant lands, the inhabitants of 
those lands were impressed by the traders” social and business conduct 
and so became curious about their beliefs. Many of these inhabitants 
subsequently became Muslims. 

Rice, 1999 


Learning Objectives 


‘After reading this chapter, you should be able to understand: 


‘The Islamic law, Shariah 
The three categories of Muslims’ practices and acts 


4 THE PRINCIPLES OF ISLAMIC MARKETING 


Introduction 


In an era when there is an increased and renewed emphasis on teaching and 
learning business ethics, the highly pertinent question being raised is the role 
of faith and religious beliefs on business practices. Do religious beliefs help 
produce more ethical organizations and consumers? As a major world religion 
with clearly defined rules, restrictions and behavioural guidelines, what are 
Islam’s teachings regarding ethical practices in commerce and what are their 
implications? This chapter aims to answer some of these questions by casting 
light on the Islamic teachings on business conduct, or what has been known 
since the early Islamic periods fourteen centuries ago as the ‘rules of sales 
and commerce’. It identifies the Islamic business ideals and their practical 
implications which organizations dealing with Muslim consumers need to 
adopt. 


‘The Islamic perspective on commerce is increasingly gaining momentum 
and importance in today’s global economy for many reasons. First, Islam, being 
a practical religion with clear daily procedures to follow, shapes the attitudes 
and behaviours of its adherents, the Muslim consumers, who represent more 
than a fifth of the world population. Second, the financial crises of 2008/9 
shattered the world markets which had followed conventional financial 
wisdom, while allowing those practising Islamic finance to prosper and make 
significant gains. In the September 2008 quarter, when share markets in London 
and New York were a third of their peaks, Dow Jones's Islamic financials index, 
in conteast, rose 4.75 per cent. Third, as a result of the oil oom, as well as other 
factors, many Muslim countries are becoming the most affluent consumers 
in the world, Fourth, the level of foreign investment in Muslim countries is 
increasing, Fifth, there is a movement towards forming a Muslim trading bloc, 
although such a bloc might take some time to materialize. Finally, sixth, there 
is a strong push towards the Islamization of countries where Muslims are a 
majority through laying down clear Islamic codes of conduct in all walks of life, 
and commerce is no exception to this (Saeed et al. 2001). 


Moreover, the globalization of the world economy makes it a requirement 
for world businesses to be familiar with the Islamic perspective on commerce in 
order to \understand the factors shaping the behaviours of Muslim consumers. 
Businesses that neglect the acquisition and utilization of such knowledge risk 
alienating a large proportion of their Muslim target market (Saeed et al. 2001). 
The Islamic religion has a finely tuned set of rules concerning all aspects of 
life. By recognizing these rules, the knowledgeable firm can not only serve 
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the spiritual needs of the Muslim community but also capture a truly unique 
position in the Islamic marketplace (Sacharow 1995). 


The Islamic Law, Shariah 


lam possesses a religious law called Shariah which governs the life of Muslims 
and which Muslims consider to be the embodiment of the will of God. This 
law, which caters to the needs of Islamic society, is essentially preventative 
and is not based on harsh punishment except as a last measure. The faith of the 
Muslim causes him or her to have respect for the rights of all others; it aims at 
preventing transgression against the universe as a whole (the living, the land, 
the sea and the heavens). 


Islam consists of five pillars: affirmation of the faith (Shahadah), that is, 
Witnessing that there is no divinity but Allah and that Mohammad is the 
messenger of Allah; the five daily prayers which Muslims perform facing 
Makkah (Mecea); fasting from dawn to sunset during the lunar month of 
Ramadan; making the pilgrimage to Makkah once in a lifetime; and paying 
an obligatory charity of 2.5 per cent tax on one’s capital, Muslims are also 
commanded to encourage others to perform good acts and to abstain from evil. 


The term Islam itself is an Arabic word meaning ‘submission to God — 
Allah,’ with its roots in the Arabie word ‘Salam which literally means 
peace. That may come as a surprise to many non-Muslims, whose 
perceptions of the belief have been distorted bry terrorists, many from 
the Middle East, whose acts in the name of Islam have been condemned 
by Muslim leaders everywhere. 

Belt 2002 


Submission to God's will (accepting the Muslim faith) implies that all actions 
undertaken by Muslims are acts of worship. Thus eating, drinking, socializing, 
buying, selling, promoting, manufacturing, education and so on have to 
comply with God’s rules. These rules are stated in the Shariah law. According 
to Islam, God's rules are stated explicitly or implicitly in the Muslims’ holy 
book, the Quran, or in the teachings of Islam’s prophet, Mohammad, and it is 
the responsibility of Muslim scholars to identify these rules and live according 
to them. These rules apply to commerce as much as they apply to personal 
purification and cleanliness. 
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Islam provides either general or detailed instructions about what is 
permissible and what is not. Detailed instructions are provided on the acts 
of pure worship such as prayer, pilgrimage, fasting and charity, as well as a 
multitude of other aspects of life. However, general guidelines are provided in 
What is referred to by Prophet Mohammad as ‘the affairs of your worldly life’. 
For example, some rules, like forbidding the use of interest rates as a method 
of making money, represent a general guideline. The responsibility of Muslim 
scholars throughout the ages is to identify which trade practices fall under 
this category and to advise Muslims against them or, in addition, provide 
alternative Shariah-compliant practices, 


Companies seeking to engage in business with Muslim consumers need to 
know these underlying beliefs that drive the Muslim consumers’ behaviour. 
Multinational corporations should be multicultural as well and not simply 
impose their own culture; they need to adapt their operations to make their 
Muslim customers, employees, and suppliers comfortable with their practices 
(Pomeranz 2004). These companies can constructively use the power of religion 
through accommodating and harnessing Muslim values more effectively when 
conducting their businesses in the Muslim marketplace (Rice 1999), 


In general, all Muslim practices and acts are classified under the following 
categories, 


1. Halal, or permissible. It has three levels: 


© Wajid, or duty; obligatory acts, Failure to perform them is a 
sin. Duty can be described as the Core Halal, without which 
4 firm can’t be seen as Shariah-compliant. Implications: firms 
must perform Wiajib. Examples include being honest and 
transparent. 


© — Mandoob, oF likeable; preferable but not obligatory, Not 
performing Mandoob is not a sin. Likeable can be described as 
the Supplementary Helal, Implications: do if possible. Examples 
include being helpful and going the extra mile, 


© Makrooh, or despised: not preferable, discouraged by religion 
and usually seen as a last resort. Engaging in Makrooh doesn't 
result in a sin unless it leads to one. The most obvious 
‘example of Makrooh in Islam is divorce! Although it is Shariah- 
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compliant, it represents the border between compliance and 
non-compliance. It is loathed by society. Implications: avoid 
if possible. 


2. Mushtabeh, or doubted; acts that a Muslim should refrain from 
because they might be Heram themselves or they might lead 
to Haram. Businesses should refrain as much as they can from 
engaging in doubted activities for the fear of being perceived to 
be unscrupulous by Muslim consumers. Firms engaging in these 
activities risk a Fatwa being issued against them, 


3, Haram, or not permissible; all acts condemned explicitly or 
implicitly by the Islamic religion, Engaging, in them or in activities 
leading to them is a sin. 


‘These categories have obvious implications on what companies planning to 
engage the Muslim marketplace should and shouldn't do. It is of no relevance 
whether these companies are Muslim or not, what is of relevance is what they 
should do, ic, value maximization, and how they do it ~ by fair play and just 
dealing, To illustrate, the duty Wajil of a company in Islam is to maximize the 
g00d of the society as a whole, not profit maximization. Therefore, a company 
{its personnel) will be committing a sin if it doesn’t actively seck societal value 
maximization. A company however is at ease in choosing the means to do that, 
‘a8 long as those means are not Haram (as long as they are permissible or not a 
sin). 


Although profit maximization is not the ultimate goal of trade in Islam, 
Islam accepts profits and trade and does not aim to remove all differences 
in income and wealth that may result in various social and economic classes 
(Beckun 1996), In fact Islam acknowledges that people will differ and that 
this difference is for a purpose ‘It is We Who portion out between them their 
livelihood in this world, and We raised some of them above others in ranks, 
so that some may employ others in their work. But the Mercy of your Lord is 
better than the (wealth of this world) which they amass.’ (Quran 43:32). 


‘The implications of these categories on the marketing aspect of business 
are very thorough and encompass the entire marketing mix for both services 
and goods. The first component of the conventional marketing mix, e.g, is 
the product. In Islamic marketing, however, it is the Halal product, and the 
difference between the two is huge. From an Islamic marketing perspective 
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the product that a company sells must be entirely Halal. This means that all 
inputs, processes and outputs must be Shariah-compliant, i, the product 
and all that has been involved in its creation, delivery, and consumption must 
be environmentally friendly and totally harmless, as Islam clearly prohibits 
causing harm to anything that God created (all-embracing harmony in the 
universe). An un-Halal or Haram product will be very difficult to sell to the 
Muslim consumer because the Muslim consumer's behaviour is mostly dictated 
by the common understanding of what is permissible and what is prohibited 
under the Shariah law. Being Shariah-compliant is the quickest way to promote 
the company and its products. 


Products and acts that might be seen or interpreted as Makrooh (despised) 
or Mushtubeh (doubted) will be immensely difficult to sell to Muslims. The 
same is true for companies producing these products or engaging in such 
acts, The Muslim consumer is ultra sensitive and the Muslim masses are easily 
swayed against anything, that can be classified as un-Islamic— be ita country, a 
‘company, a product, a progess and so on. It doesn’t matter that most of a certain 
company’s business is legitimate according to the Islamic law, what this law and 
its adherents take into consideration are all the small business streams that a 
company is engaged in as part of the business entirety. Just as a drop of oil ruins 
the taste of an entice tank of pure water, itis enough for one insignificant stream, 
to be not Shariah-compliant for the image of the remaining fully legitimate 
business streams to be ruined, The bright side of this is that a company will 
need to purify all of its actions, resources and operations in order to be able to 
brand itself as Islamic and position itself favourably in the mind of the Muslim 
consumer. Such purification of the entire company can’t be anything but good 
since it results in value maximization for the community as a whole, including, 
the company itself, For example, a company that produces pork products will 
find it difficult to sell anything else it produces to Muslims because pork and 
all that is associated with it is forbidden in Islam. Muslim consumers will not 
Jook at how good its other products are but will see only that it manufactures 
pork products. This image reflection is applicable worldwide, and more so in 
the Muslim societies, because the numerous religious self-appointed private 
and public dogwatches operating in these societies relentlessly scan for non- 
compliance. Any company found to be engaged in anything other than Halal 
will be stamped as un-Islamic, a very costly stigma indeed! It took Coca-Cola 
14 years to be removed from the Arab boycott list; engaging in business with 
Coca-Cola was shunned religiously almost entirely over the Arab and Muslim 
world, Between the years 1977 and 1991 and prior to the signing of the various 
‘Arab-Israeli peace agreements Coca-Cola was banned from trading in the Arab 
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world because the company refused to abide by the Arab League economic 
boycott of Israel. For decades, this cost Coca-Cola the opportunity to sell its 
products in Arab countries, By contrast, prior to 1992, Pepsi had abided by 
the boycott and enjoyed the bounties of the lucrative Coke-less Arab markets 
in the boycott days. The image of the company was severely hurt that it took 
Coca-Cola many years after the peace agreements of 1991 to build its brand in 
the Arab market. 


Finally, although achieving the status of Shariah-compliant might seem 
hard at first sight, it is essential for success in the Muslim market. A compliant 
company will get a distinctive competitive advantage over the less compliant 
competitors. Failure to observe these rules means that the company and its 
brands will be stamped as Shariah non-compliant and thus un-Islamic; an 
image that no company can afford to have in the biggest unified market in the 
history of mankind. 


Islamic Ethical System 


‘The Muslim ethical system has four sources: the Quran, the sayings and 
behaviour of Prophet Mohammad, the example set by his companions, and 
the interpretations of Muslim scholars of these sources. These provide an 
entire socioeconomic system that guides the behaviour of Muslims, The 
system stresses the importance of human well-being and good life, religious 
brotherhood and sisterhood, socioeconomic justice, and a balanced satisfaction 
‘of both the material and the spiritual (Chapra 1992). 


In economics, Islam supplies a practical programme that includes detailed 
coverage of specific economic variables such as interest, taxation, circulation of 
wealth, fair trading and consumption. Islamic law, which is obtained from the 
sources listed above, covers business relationships between buyers and sellers, 
employers and employees and lenders and borrowers (Rice 1999). 


‘The Quran provides a balanced view of human motivation; desire for 
wealth and propensity for greed and selfishness in humans are recognized. 
However, since business has to be conducted within a social context, Islam 
introduces rules to control these desires, as well as guide the behaviour of all 
parties involved. Accordingly, business success is judged not in material terms, 
but rather by the degree to which the Muslim is able to comply with God’s 
rules. 
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Muslims prove their worth to God by behaving ethically in the midst of the 
tests of this worldly life. These tests could take two forms: 


1 


Temptations, such as making profit through ungodly ways like 
lending money with interest, or promoting a product that doesn’t 
fulfil as much as possible of the condition of total purity ~ all 
that is involved in the production, delivery and consumption of 
that product must not cause harm to God's creation. By not 
surrendering to the temptation of making gains at the expanse of 
the larger community the company will be fulfilling one of the most 
important guidelines in Islam: “There should be neither harming 
nor reciprocating harm’ (Prophet Mohammed), ‘all harm, whether 
affecting an individual or a group of people, must be removed’ 
(Rashid Rida cited in Leaman 1995, p. 255). In reference to 
intoxicating drinks and gambling, God says: There is great harm in 
both although they have some benefit for people, but their harm is 
far greater than their benefit’ (Quran 2.219). These two temptations, 
although beneficial in part, fail the test of total purity and as such 
become forbidden. 


‘Hardships, such as lack of Shariah-compliant funds to support one’s 
business. A business owner in this case must abstain from resorting, 
to the use of conventional interestbased finance and resort, 
Instead, to more hard work or to more innovative ways such as 
the possibility of pooling resources within the community or with 
other shareholders to run and support the business, 


Principles Governing Islamic Ethics 


In general, Islamic ethics are governed by the following principles, each of 
Which has significant business implications: 


1 


Unity. God is the sole creator of the universe, and his people should 
‘cooperate in carrying out His will (Rice 1999). The implication for 
businesses is: one God, then one constitution, the divine constitution, 
This constitution is detailed in the Quran, the teachings of 
Prophet Mohammad and the example set by his companions, 
The constitution, e.g., prohibits all forms of discrimination among 
employees, suppliers, buyers or any other stakeholder on the basis 
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of race, colour, sex or religion, More specifically, since we all are 
part of the same human-hood and spiritually equal before God, 
even if not materially equal on earth (Bassiouni 1993), honesty, trust 
and a relationship between employers and employees that reflects 
this human-hood need to be developed and encouraged (Wilson 
2006). In other words, people are equal partners and each person is 
a brother or sister to the other (Rice 1999). 


‘Iman (faith). 1n Islam, faith, or imam, is the basic motivating factor for 
believers, and it is this that determines conscience. Hence, business 
decisions are guided by iman, which in practice means following 
Shariah law, and engaging in what is Halal, or permitted, and 
avoiding that which is Haram, or forbidden (Alawneh 1998). The 
business decision-maker has free choice, but religious principles 
provide a framework for the appropriate exercise of that choice (Ali 
and Gibbs 1998). 


Khilafah (trusteeship). People are God's trustees on the earth, 
Although this does not mean denial of private property, it does 
have important implications. For instance, resources, which are 
God-given and for the benefit of all, must be acquired lawfully 
and redistributed in the best interest of everyone (A-Faruqi 1976), 
No one is authorized to harm (destroy oF waste) these resources. 
When Abu Bakr, the first ruler of the Islamic state after Prophet 
Mohammad, sent an army on an expedition, he ordered the leader 
of that army not to kill indiscriminately of to destroy vegetation or 
animal life, even in war and on enemy territory. These God-given 
resources (everything in creation is God-given) are not seen asa free 
good, to be plundered at the free will of any nation, any generation 
‘or any individual (Rice 1999), The rich and the powerful are not the 
real owners of wealth; they are only trustees. They must spend it in 
accordance with the terms of the trust, one of the most important of 
Which is fulfilling the needs of the poor. 


Balance. Islam teaches Muslims to be moderate in all of their 
affairs. Chapra (1992) notes that Islam recognizes the contribution 
of individual self-interest through profit and private property to 
individual initiative, drive, efficiency and enterprise. However, 
profit is not the chief motive (Siddiqi 1981). Since Islam places 
a greater emphasis on duties than on rights, social good or the 
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benefit of the society as a whole, not profit, should guide Muslim 
entrepreneurs in their decisions. The argument underlying this 
stand is that if duties are fulfilled by everyone, then the individual 
self-interest is automatically controlled and the rights of all are 
protected (Chapra 1992). 


Justice oF Adi. Justice is a central theme in Islam and is required 
from all parties in all cases. ‘O ye who believe! Stand out firmly for 
justice, as witnesses to Allah, even as against yourselves, or your 
parents, or your kin, and whether it be (against) rich or poor: for 
Allah can best protect both. Follow not the lusts (of your hearts), 
lest ye swerve, and if ye distort (justice) or decline to do justice, 
verily Allah is well-acquainted with all that ye do’ (Quran 4:135), 
Exploiting employees, abusing power or using a monopoly to 
overcharge consumers are all condemned (Wilson 2006). However, 
businesses cannot be forced to sell at a loxs or without a profit 
‘under the accusation that they are monopolies. On the other hand, 
‘employees are responsible for their own actions and cannot simply 
blame management indiscriminately or claim that which is not 
rightfully theirs: ‘man can have nothing but what he strives for 
.«' (Quran 53:39), In addition to its clear objective of eradicating 
injustice, inequity, exploitation and oppression from society, Islam 
instructs people not to lie or cheat, to uphold promises and to fulfil 
contracts. Usurious dealings are prohibited, all wealth should be 
productive and people may not stop the circulation of wealth after 
they have acquired it, nor reduce the momentum of circulation 
(Chapra 1992), The commitment of Islam to justice and brotherhood 
demands that the Muslim society takes care of the basic needs of the 
poor. Individuals are religiously obliged and encouraged to earn a 
living and only when this is impossible does the state intervene; 
Islam greatly values work and clearly discourages dependence on 
state or on others. 


Free will (people have the free will to guide their own lives as 
God’s trustees on earth). This free will though is directly linked to 
accountability; the more freedom a person has the more accountable 
person becomes. According to Islam, although people can fully 
exercise this free will in making decisions, including business 


decisions, it is a religious imperative to exercise responsibility to 
those they deal with and, ultimately, to God by observing His rules 
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on earth (Naqvi 1994). By implementing God’s rules Muslims do 
not lose their individuality, but they become less selfish and more 
motivated to serve the wider public. 


Islamic Values in Business 


Islam is an entire way of life, and its guidance extends into all areas of life. It 
has given detailed principles to guide and control the various economic aspects 
in the society. Muslims are to recognize that wealth, earnings and material 
goods are the property of God, and humans are merely His trustees. These 
principles, which aim at establishing a just society wherein everyone will 
behave responsibly and honestly, include the following, 


Prohibition of bribery or rashuoa. According to the teachings of Islam, bribery 
isa form of corruption and is strongly condemned. The burden is on both those 
demanding and accepting the bribe and those offering it. All, givers, takers, 
and facilitators are strongly warned against engaging in this practice. ‘Allah's 
curse be on those who give and those who take bribes’ (Prophet Mohammad). 


Prohibition of fraud and cheating. Islam stresses the importance of honesty and 
‘warns sellers against exaggerating or lying about their products or services. It is 
forbidden to gain property or wealth by fraud, deceit, theft or other falsehoods, 
Sellers involved in fraud are committing a sin. Chapter 83 in the Quran (The 
Dealers in Fraud) contains the following verses: 

1, ‘Woe to those who deal in fraud.” 


2. “Those who, when they have to receive by measure from men, exact 
full measure.’ 


3, ‘But when they have to give by measure or weight to men, give less 
than due,’ 


Other clear Islamic teachings in this regard include 
1. ‘God permits selling but forbids usurious gain’ (Quran 2275). 


2. 'O my people! Give full measure and full weight in justice, and 
wrong not people in respect of their goods’ (Quran 11:85). 
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3. ‘Oh ye who believe! Eat not up each other's property by unfair and 
dishonest means’ (Quran 4:29). 


4. ‘On the day of judgment, the honest Muslim merchant will stand 
side by side with the martyrs’ (Prophet Mohammad). 


5, ‘Sell the good and bad separately. He who deceives is not of us’ 
(Prophet Mohammad). 


6 ‘Swearing produces ready sale but blots out blessing’ (Prophet 
Mohammad). 


Yusuf Ali (1991, p. 1616, fn. 6011, 6012), cited in Quddus et al. (2009, 
p. 328), states that: 


Froud must be taken in a widely general sense... it is the spirit of 
injustice that is condemned ~ giving too little and asking too much. 
This may be shown in commercial dealings, where a man exacts a higher 
standard in his own favor than he és willing to concede as against him 

. legal and social sanctions against fraud depend for their efficacy 
‘on whether there ts a chance of being found out. Moral and religious 
sanctions are of a different Kind... Whether other people know anything 
‘about your wrong oF not, you are guilty before God. 


Prohibition of discrimination. Islam considers alt forms of discrimination 
unjust and opposes it in all aspects of life, “No Arab has superiority over any 
non-Arab and no non-Arab has any superiority over an Arab; no black person 
has superiority over a white person and no white person has superiority over a 
black person. The criterion for honour in the sight of God is righteousness and 
honest living’ (Prophet Mohammad). 


Greater social responsibility. The importance given to community welfare 
in Islam breathes new life into the concept of corporate social responsibility, 
and relates it much more closely to the business than what is usual in world 
business today. An organization's social responsibility in Islam emphasizes 
its responsibility in three domains: towards its stakeholders, the natural 
environment and the community. Where stakeholders are involved, e.g. Islam 
stresses the importance of putting contractual obligations with employees, 
partners, suppliers or clients in writing in order to protect the rights of all those 
involved and affected by the dealing, ‘And fulfil (every) covenant. Verily, the 
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covenant will be questioned about’ (Quran 1734), ‘Give a labourer his wages 
before his sweat dries’ (Prophet Mohammad). The longest verse in the Quran. 
is dedicated to specifically explaining the importance of documentation as a 
means of reducing conflict and insuring compliance. 


Similarly, specific guidelines exist to direct the organization in fulfilling 
its obligations and responsibilities towards the natural environment, A 
business engaging the Muslim market is not just a profit-making machine; it 
is an institution of the Muslim community and thus must abide by its rules or 
guidelines. These guidelines relate to, among others, the treatment of animals, 
such as prohibiting animal-based pharmaceutical research and prohibiting 
causing all kinds of environmental pollution (Beekun 1996), The Quran states: 
‘Mischief has appeared on land and sea because of (the med) that the hands of 
men have earned. That (Allah) may give them a taste of some of their deeds: in 
order that they may turn back (from Evil)’ (Quran 30:41), 


In fact, the punishment in Islam for causing ruination could amount to 
death: ‘he who kills a soul without that soul being convicted of killing another, 
oF without being convieted of causing ruination in the earth’ (Quran 5:32), 


Prohibition of interest. Islam prohibits all interest-based transactions, whether 
giving or receiving, and whether dealing with Muslims or non-Muslims, 
Prophet Mohammad says that Allah curses those who pay interest, those who 
receive it, those who write a contract based on it and those who witness such 
» contract, ‘Allah will deprive usury of all blessing, but will give increase for 
deeds of charity’ (Quran 2277). 


Prohibition of certain earnings. Islam prohibits making earnings from 
gambling, lotteries and the production, sale and distribution of alcohol, 


Prohibition of hoarding. Both money hoarding and goods hoarding are 
impermissible, ‘and there are those who bury gold and silver and spend it not 
in the Way of Allah; announce unto them a most grievous penalty’ (Quran 
43:33), People should take only what they need, no more, Moreover, Islam 
encourages reasonable spending. The word ‘spend’ is repeated in the Quran 
53 times, "Those who spend (freely), whether in prosperity, or in adversity; 
Who restrain anger, and pardon (all) men; for Allah loves those who do good’ 
(Quran 438). 
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The impressive number of the Muslim population translates into real 
economic figures, with some Muslim countries today being, by far, among the 
richest in the world. Moreover, those 1.4 billion Muslims live in economically 
feasible numbers in almost all countries in the world, with very few countries 
reporting small Muslim minorities that are hard to capitalize on commercially 


The overwhelming majority of Muslims live in countries that are 
predominantly Muslim, or in close Muslim communities in non-Muslim 
countries as minorities, where Islamic laws dominate. Individual and 
organizational members of these societies have to practise their i 
accordance with the rules of the Muslim society in which they live. These rules 
are necessarily Islamic or being increasingly Islamized as more and more people 
resort to religion as an identity and as a way of salvation. As the influence 


of Shariah-compliant supporters increases, the whole society is being driven 
towards Shariah-compliant laws and regulations. For example, more and more 
TV advertisements in the Arab world are being produced using animations 
and cartoons or women wearing head scarves. The traditional rel 
Jook of beautiful Arab women wearing non-Islamic outfits to sell, although still 
having many advocates, isbeing gradually replaced by m 
under the powerful influence of the more conservative trends in these societies 


ice on the 


Islamic substitutes 


The largest Islamic body, the Organization of the Islamic Conference (OIC), 
is composed of the economies of 57 member states, 50 of which are overtly 
Muslim. The remaining members have large Muslim populations, although 
Muslims are not a majority in them, The percentage of Muslims in Russia, ¢.g. 


stands at approximately 15 per cent, yet Russia is a member state. India, on the 
other hand, has a Muslim population of 150 million but its membership into the 
OIC is blocked by some c stan, due to geopolitical reasons. 


Those 57 countries have a combined GDP of nearly USD 8 trillion (before 
the oil boom of 2008). The richest country on the basis of GDP per capita is 
United Arab Emirates. On the basis of per capita GDP, Qatar is the richest 
country with incomes exceeding USD 62,299. The recent boom in oil prices has 
significantly increased these figures in all oil-producing Muslim countries, In 
2008, Abu Dhabi, a member emirate in the United Arab Emirates, had a per 
capita income of USD 75,000, double that of most European countries, and 
almost double the US figure 


These countries currently import USD 1 trillion worth of products and 
export USD 1.4 trillion, creating a growing combined market of USD 244 trillion. 


with practising 
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Long well-maintained beards. 


If you are dealing with Ara 


bs from the Arabian Peninsula, the long, 
white dress men wear will not touch 
forbidd 


of pride, Pride is for Allah alone. Prophet Mohammad says: ‘Shall 


ground since 1 


n from wearing very long dresses, it is considered a sign 


not enter paradise anyone who has an atom of pride in his heart. 


Oil-based essences instead of alcohol-based perfumes. 


The words Allah (God), Ma Sha Alla (what Allah had willed) and 


In Sha Alla (if Allah wills) are repeated very often during greetings 


and conversations. Even if you don’t und 


rstand the langua 


our ear to recognize t 


the people you are dealing with, train 


words because they are good ind 


the 
World use Arabic as their language of religion, 


‘ators of religious commitment, It 


doesn’t matter that re in Arabic, Muslims all over the 


Practising older Asian and South Asian Muslims in general dye 


their long beards red or ginger 


Don’t confuse the short beard of an older man that has been dyed 


black with a long beard indicating religious commitment; the 
former indicates longing for a long-gone youth 


During meetings, practising Muslims will take breaks to perform 
their prescribed five daily prayers. They are very strict about 


performing these prayers at the exact prescribed time (dawn, noon, 


afternoon, sunset, early night) and they are unforgiving about the 


timing, A prayer break will be taken nc 


matter how important the 


of the discussion’ 


issue being discussed or t 


fe the title, “the 


cial responsibility, Not only 


le corporate governance and 
positive aspects of business such 
petition, high standard of ser 

num wage for employees and 


t of buyers to return purchased 
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Glossary 


Allats 


Allah is the standard Arabic word for ‘God’. While the term is best known in 
the West for its use by Muslims as a reference to God, it is used by Arabic~ 
speakers of all Abrahamic faiths, including Christians and Jews. 


Bribery 


According to Black’s Lew Dictionary, bribery constitutes a crime and is defined 
asthe offering, giving, receiving oF soliciting of any item of value to influence 
the actions of an official or other person in discharge of a public or legal duty 
The bribe is the gift bestowed to influence the recipient's conduct. It may be 
money, goods, property, preferment, privilege, an emolument, an object of 
value, advantage or merely a promise or undertaking to induce or influence 
an action, vote of person in an official or public capacity. 


Commercialism 


The term is mainly used today as a critical term and refers to the tendency 
within capitalism to try to tur everything in life into objects and services 
that are sold for the purpose of generating profit; commercialization, where 
the value of everything, including such intangible things as happiness, health 
and beauty become measured in purely commercial, and materialistic terms, 


Consumerism 

‘The equation of personal happiness with consumption and the purchase of 
material possessions. In economics, consumerism refers to economic policies 
placing emphasis on consumption. In an abstract sense, itis the belief that the 


free choice of consumers should dictate the economic structure of a society. 


Halal 


An Arabic term designating any abject or an action which is permissible to use 
or engage in, according to Islamic law. The term is used to describe anything, 
permissible under Islamic law, in contrast to Haram, that which is forbidden, 
This includes human behaviour, speech, communication, clothing, conduct, 
manners and dietary laws 


Haram 


Opposite of Halal. Forbidden, or impermissible. 


gher p ding can be a busine tegy similar to 
n, whe dividus ganization attempts to temporarily 
a uppl 28 d ler tificially increase the | 
The accumulatio c cl at the origin) by people who 
Islaey ponotherst a . nating, with the teachings of 
he Islamic pr ha 1 entu The word Islam 
P | 
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Mi | 
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nso : f God, the peatest laweboarer in a 
ries of prog vn q 1m. Muslims consider him the rest 
f ty pted original eistic fait { Adam, Abraham 
flose h. J ther prophets. F al i 
nerchant, philosoph i r, military general and, for Muslim 
An adhe Islam is k Mi « who submits to God. The 
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South America. The official languages of the organization are Arabic. English 
and French. 


Profiteering 


Is a negative term for the act of making a profit by methods considered 
unethical. Business owners may be accused of profiteering when they 
raise prices during an emergency for example, The term is also applied to 
businesses that play on political corruption to obtain goverment contracts 
Some types of profiteering are illegal, such as price-fixing syndicates and 
‘other anti-competitive behaviour. 


Quran 


Also sometimes transliterated as Quan, Koran, Alooran or AbQuran, it is 
the central religious text of Islam. Muslims believe the Quran to be the book 
of divine guidance and direction for mankind, and consider the original 
Arabic text to be the final revelation of God. Muslims regard the Quran as the 
culmination of a series of divine messages that started with those revealed to 
‘Adam, regarded In Islam as the first prophet, and continued with the Scrolls 
of Abraham, the Torah, the Psalms and the Gospel. The Quran itself expresses 
that it is the book of guidance. Therefore it rarely offers detailed accounts 
Of historical events; the text instead typically placing emphasis on the moral 
significance of an event rather than its narrative sequence. 


Shariah 


This is the body of Islamic religious law. It is the legal framework within 
which the public and private aspects of tife are regulated for those Living in 
a legal system based on Islamic principles of jurisprudence. Shariah deals 
with many aspeets of day-to-day life. including politics, economics, banking, 
business, contracts, family, sexuality, hygiene and social issues. 


Social responsibility 


‘An ethical theory that an entity, whether it is a government, corporation, 
organization or individual, has a responsibility to society. In business, it 
means that businesses should function morally and contribute to the welfare 
of their communities 


Zakat 


Almsgiving as an act of worship, the third of the five Pillars of Islam, Zakat 
is an obligatory payment of 25 percent of wealth made once a year under 
Islamic law and is used for charitable and religious purposes 
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The Islamic Market (Souq) 


Learning Objectives 


HE PRINCIPLES OF ISLAMIC MARKETING 


Introduction 


The epigraphs at the beginning 


i this chapter, which are made by some of 


the most influential thought leaders in the world’s economic and cultural 


arenas, are exany the growing recognition of the feasibility of the 


Islamic principles of trade as an alternative, or at least as a complement, to the 


conventional theorie 


of growth and economic development 


Although the world’s attention has until 


w focused primarily on the 


specific sector of Islamic finance, this narrow focus is no longer viable due to 
the unique bases on which Islamic finance is built. Successful implementation 


sare Islamic, A bank, or any 


of Islamic finance requires that all related activ 


other company for th 


t mal 


er, cannot create an Islamic brand or position itself 


as Islamic if it promotes its business through un-Islamic means. The use 


the word ‘Islamic’ to describe a company’s operations has huge implications, 


ting fron 


n how the product is developed and ending with how itis handled 


after final use. Islamic is not just a name, it is an entire business philosophy that 


incorporates every single aspect of the business, 


While this chapter is not dedicated in any way to itaims to 


Introduce and conceptualize a closely related term: Islamic marketing. Islamic 


businesses, including Islamic banks and financial institutions, have relied 


historically on conventional marketing, This reliance played a majot role in 
sccupying thew 


stage. Moreover, Islamic businesses have concentrated on one aspect of the 


preventing them fre advanced place orld’s financial 


conventional marketing mix: the product. These businesses kept on developing 


and introducing new products under the Islamic banner and somehow forg 
on that b 


ving 


n Islamic product is enough to do 


business. The other marketing mix c 


price, promotion and place 


nponents 
have been largely ignored. 


The Islam 


of Islamic marketing, which are intr 


ation of the marketing function through applying the principles 


sically ethical, will allow businesses to 
be more at peace with the world as well as with themselves, in addition to 
establishing relationships that are honoured by customers with an almost 
religious zeal 


Islamic marketing addresses the current marketing thought and practice 
within the overall frame work of the religion of Islam. It studies how the Muslim 


market'sbehaviourisshaped by various religiousand cultural conceptsaffecting 
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almost all economic decisions in these markets. Doing business successfully in 
Islamic markets requires that the prevalent conventional marketing knowledge 


tailored to comply with the requirements of Islamic markets. In other words, 
the current marketing thought and practice needs to wear a turban, a veil or 
at in order to appeal to these markets. To be more specific 
nds the religious, the ethical and the business worlds to: 


ta head sea 


Islamic marketing bl 


1. Create a more humane world market where buyers get a fair 
deal and sellers accept a reasonable profit, in a better-maintained 
environment 


Help both Muslim and non-Muslim marketers understand the 
needs of the massive Muslim markets 


Provide marketers with current information on the behaviours 


of Islamic markets and their needs as well as analyze their future 


trends. 


Consumers are fed up with how they have been treated. They want to be 
seen as humans, not as wall ke 
that will keep the planet habitable for their children and th 
They want marketers who care more about the health and well-b 


s for mn 


rs to drain, They want products 


ir grandchildren, 


ing of their 
consumers. They want companies that view the interest of the community as 
a minaret that guides their operations, not as a tanget to shoot at. The ethical 
principles of Islamic marketing 
Islamize the 


1» help greatly in this regard. Businesses that 
ip 8 


entire marketing function will have a tremendous competitive 


advantage over others that delay such a transition. 


The Market (Souq) 


In Arabic the word Soug (sometimes spelt Souk: the plural is Astoag or Aswak) 


means the place where selling and sales take place. The name ix actually an 
exact linguistic description of how goods are brought i 
would Soug (herd, shepherd, lead or bring) their goods in. However, the word 
Soug as a concept has been defined during the life of Prophet Mohammad ax 


the market; sellers 


‘any place where a sale occurs’; it is tied to the transaction itself not to the 
place. Thus, in Islam, a market is held wherever and whenever an exchange 
takes place between buyers and sellers under mutually agreed-on terms and 
conditions. 


from all part Arabian S hk 

h rke , nposed tax, tribal chiet 
Fae i . ives of fore 
leather, scen “ of these 
in all a ed markets, depending on 
The greatest motivat ti yese markets was that many 
were held dur the Arabic Lunar year, which have 
end cred . Prophet Abraham, Since fighting wa 
torbi i q . to travel in the Peninsula, which 
gave trade . ods in, trade and return 
2 forum fe ‘ . r 
to ru disp . 

wese markets, a benef 

Aukaz to be heard and A they had 

t J form of the Arabic language. The 

military and trade dl s tribe helped make their particular 
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Prophet. That version is the one used in the holy Quran, the teachings of the 
Prophet, and it is the formal language of all Arabs now 


Although there is no agreement between Arab historians on the exact 
number, date or duration, Said Al Afghani (1993) counted 20 markets and 
classified them into thre 


categories: 


1, Markets subject to foreign authority, Hajar and Oman were under 
aon the Me 


Persian control while Gi -rranean and Busra in Syria 


were under Roman control. However, all of these markets were run 


by Arabs appointed by either the Romans or the Persians. 
2 Markets controlled solely by Arabs and run by their leaders and 
nobles. These markets reflected Arab culture and were mostly 


Jocated deep inland, far away from the threat of the 


it powers 
amples are Soug Aukaz near Mecca and 
andoned in 746 AD. 


of that era. The best e: 
Yam 


ah near Riyadh. Aukaz was 


3. Mixed markets where the Arabian 


uence was not particularly 


strong, These markets were located on ports and merchants from 
i 


as far as China used to sail ade 


The trade activities brought about by these markets greatly affected the 


Arab lifestyles giving them access to luxuries they were not accustomed to. 


Arab nobles indulged in fancy clothes, scents, weapons and wine, the last of 


n its best-known sources at the time in Syri 


which they sought to bring fre 
and Iraq, Pro-Islamic Arabic poetry is full of poems commending w 


gatherings and wine servers, It is hard to find a poem that doesn’t mention 


wine in some way or another 


The Importance of Market in Islam 


Islam gives a special attention to the market. It urges people to go into markets 
to trade and make gains. The Sha 
profession and to make money through trading. ‘O ye who believe! Squander 


h clearly urges believers to take trade as a 


not your w 


Ith among yourselves in vanity, except it be a trade by mutual 
consent’ (Quran 4:29). Islam also considers trade a way of acquirin 


wg of the 
blessings of God, in one verse in the Quran it was mentioned straight after 
prayer. ‘And when the Prayer is finished, then may ye disperse through the 


ind, and seek of r ah’ (Quran in another verse, traders 
re even compared to those who fi the cause of God: "He knows that 
a ou sick king of 
y of Allah, and oth fe h 73:20). And 
They le of profe de, a ir w ties don 
ake toll on thei rel ties. ‘Men whom neither merchandise nor 
beguileth from remembrance of A stancy in prayer and paying 
the F Quran 2 he centrality of the market in Islam i 
e 1 r the mark 1 of His major blessir 
peor acca < q hed for them a sure sanctuary 
asked about the be n, said: 
non-prophet-like beha: A 
and walks through the stree 
admonition wit 
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The Organization of Markets in Islam 


Markets in Islam were under the Hisbah authority chaired by the market 
governor or the Muhtasib. The Muhtasib would have a dedicated place = later 
it became an office — in the market and would have employees assisting him. 
His duties included continuous inspection and supervision of transactions in 
the market including terms, conditions, and quality. He would have to be of 
good character, knowledgeable of both trade and Shariah, and fair. He would 
ensure that the market operations didn’t violate the teachings of Islam, 


The Hisbah or market authority was broadly defined by Ibn Khaldun 
(1332-1406 AD) as a religious job involving asking people to do good and to 
refrain from doing evil (Khaldun 1967). A more specific definition was provided 
by Aldraiweesh (1989) as managerial control carried out by the government 
through dedicated employees who monitor the activities of individuals in the 
areas of ethics, religion and economy, with the objective of making sure that 
fairness and virtue as defined by Islam and by prevalent customs at each and 
every environment and era are achieved. 


The Hisbah evolved gradually throughout the Islamic history. The Prophet 
was the first to monitor and control markets. For example, he saw a pile of 
stuff in the market and he checked it and found that it was wet. He asked 
the seller why is that and the seller replied that it was rained on, The Prophet 
asked him to place it on top so that people could see it, and then He said, ‘Who 
eh In the time of the Apostle 
‘of Allah (peace be upon him) we used to be called brokers, but the Prophet 
(peace be upon him) came upon us one day, and called us by a better name 


s on us is not one of us’. In another example 


than that, saying: O company of merchants, unprofitable speech and swearing 
takes place in business dealings, so mix it with sadaqah (almsy’ (Hadith,), 


The Muhtasib would supervise markets, monitor weights and measures, 
disperse crowds, and remove obstacles, There are countless examples 
demonstrating his direct involvement in the market 


1 Standards. A Mubhtasib found that a man had mixed milk with 
water so he ordered it spilled. 


Pricing. A Muhtasib ordered a man to either increase the price of 
the raisins he was selling or leave the market 
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Authority to employ. A Muhtasib can employ assistants to ensure 
compliance with Shariah in the marketplace 


Authority to discipline. A Muhtasib has the authority to discipline 
those who violate the Islamic rules of the market. However, violators 


must not be disciplined until the matter is clarified to them. 


Faith. A Mubtasib must be a Muslim because his main duty it to 
ensure market compliance with the 


ichings of Islam. 


Accountability. A Muhtasib is accountable to the one who appointed 


him to that position, 


Gender. A Muhtasib can be a woman in a women’s market. The 
ph apy daughter of Abdullah 
48 a Muhtasib in one of the markets of the Prophet Mohammad's 
city (Medi 


second Muslim ca nted Ashshii 


a). 


Secrecy, A Mubtasil is better to perform his job in secret if possible, 


However, if a trader continued after that to violate the rules then he 


will be orde 


d pu ain from his wrongdoing, 


Personal character, A Mubtasib must be kind, smiling and well 


mannered in order to facilitate communication with traders, The 


Prophet says, ‘Allah, the Blessed and Exalted is kind and loves 


Jness. He is pleased with it and helps you with it as long as it is 


not misplaced’ (Hadith), 


GENERAL DUTIES OF THE MUHTASIB 


Market accessibility. To monitor 


ads and paths in the market and 


ensure that they remain uncongest 


J and their roofs high enough 
to allow easy access to shops. Shopkeepers are not allowed to 


exhibit their goods on these paths because such an act is 


transgression on pedestrians. 


Division of market. To divide markets according to the type of 
the product of service being provided. Those whose professions 
require the use of fire, such as blacksmiths, cooks and bakers, must 


have shops located far away from garments and scents shops, The 


ING 


PRINCIPLES OF ISLAMIC MAR 


Muhtasib appor 


ts to each of these divisions supervisors who 


know the ways of traders in the 


nd their possible violations, The 


local supervisor would also report to the Muhtasib on prices and on 
availability of goods in their respective divisions. 


Mo 


without the knowledge of 


itoring scales, weights and measures. These must be inspected 


ellers in many cases and must weigh 


or measure at least as much as they should, It is OK to give buyers 


more but not less, ‘Give just measure, and cause no loss (to others by 
fraud). And weigh with scales true and upright. And withhold not 


things 


ly due to men, nor do evil in the 


ind, working mischief 


(Quran 26181 
foll 


from Hajar, and brought them to Me 


A companion of the Prophet also reports the 


wing story, ‘land M 


khrafah al-Abdi imported some garments 


a. The Apostle of Allah (peace 


be upon him) came to us walking, and after he had bargained with 


us for some trousers, we sold them to him. There was a man who 


was weighing for payment. The Apostle of Allah (peace be upon 
P P P P 


him) said to him: Wei and give overweight’ (Hadith), 


Money market. To inspect the money market and to make sure 


jons and 


that coins are produced to exact measures and specifica 


to ensure that a balance is achieved between the amount of money 


available in the market and the economic situation in the country to 


ensure stability of prices 


Deals and transaction. To thwart unlawful deals and tran: 


and to prevent the sale of products declared impermissible in 


Islam, Examples of unlawful 


nsactions include, as instructed by 


the Prophet (peace be upon him): “The price paid for a dog, the 


price given to a soothsayer, and the hire paid to a prostitute are not 


lawful’ (Hadith) 


Prevention of monopoly. To prevent monopolies and to force 


traders to sell at equal value if there is a need to do so. 


Brokers and mid 


lemen. To oversee the operations of brokers and 


prevent them from selling until they know who 


the seller is and to document that information in their books in 
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‘order to ensure that what is being sold is not st 


olen, disputed, taken 


by force or acquired through any other illegal me 


8. The production of meat. To supervise the slaughter of animals, 
making sure that these are free from disease, to prevent butchers 
from blowing between the skin and the body of the animal when it 
is being skinned to avoid human breath from changing the flavour 
of the meet, to ensure the place whe 


the meat is prepared and 


sold is clean, and that adequate procedures are used to preserve 


9, Women’s markets. To appoint trustworthy men or women to 


supervise women’s markets and to prevent men from goir 


into 


women’s markets or sitting in the 


paths 


Market Manners in Islam 


Iso 
behave once they are ina market. These guidelines were re 
phet Moh 
supervised trade in the early Islamic markets in Medina where the Islamic state 


n provides clear guidelines for how people, both buyers and sellers, should 


lected and expressed 


in the behaviour of Pr 


mad when he entered, organized and 


was established. The following is a description of some of these guidelines. 


Upon entering » market a person should begin by recitir 


a prayer 
praising Allah, acknowledging His unity, and testifying that all 


good is in His hand, 


2 Once inside a person should not shout or raise his voice. The 
Prophet Mohammad was described in the Quran as “You are neither 
discourteous, harsh, Nor a nolse-maker in the markets’(Hadith), 
Markets should be kept clean. Hygiene is one of the best-known 


teachings of Islam. 


3. Dwellers in the market are strongly encouraged to greet each other 


even if they are strangers. The Islamic greeting is “Peace be upon 


you’. Greetings are seen as a means for 


tering paradise. "You shall 


never enter paradise until you believe and you shall not believe 
until you love one another, shall I tell you about something which, 


te should be an 
fallir nto tr 
4 aliph, 
knowledge of th 
ted from all types of 
at regard. After the 
Her and no tax should 
jor fed a tent in 
red that the tent be 
The prophet 
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trade caravans saying “Do not meet the merchant in the way and 


enter into business transaction with him, and whoever meets him 


and buys from him (and in case it is done, see) that when the owner 
t (and 
paid less price) he has the option (to declare the transaction null 
and void)’ (Hadith). This prohibition is implemented to allow the 


of (merchandise) comes into the mar 


inds that he has been 


market to do its job in setting the right price. 


9, False bidding is when one or more would bid higher without an 
intention to buy in order to deceive the buyer into paying a higher 


price for the product. This type of behaviour is known in Islam as 


Najash and the Prophet has declared it impermissible. 


10. Thetrad 
stolen goods and goods ta 


goods from disputed sources is forbidden. For 


example, 


en by force are nd 


iccepted into the 


Islamic market. 


Islamic Marketing Defined 


The term ‘Islamic marketing’ can be understood in several ways, It can be s« 


as religion-based marketing, marketing within Islamic markets oF n 


keting to 


mic markets. Each of these v istics and 


vs has its detining characte 


ciate the difference between them the 


implications. However, in order to appr 


terms ‘Islamic market’, ‘non-Islamic market’, ‘Islamic products’ and ‘Islamic 


company’ need to be understood. 
THE ISLAMIC MARKET 


In gener 


an Islamic market is where the target consumer is a Muslim. A 
Muslim consumer is one who is a follower of the religion of Islam. Although 
this definition is broad enough to include Muslim countries as well as Muslim 
Zing, 
segment of non-Muslim consumers adopting Islamic products, A more precise 


communities in non-Muslim countries, it fails to account for the emer 


definition of the term ‘Islamic market’ would be one that accounts for Muslim 
majorities, minorities and non-Muslim consumers of Islamic products. More 
is composed of primary, secondary and emerging, 


precisely, the Islamic marke 


Secondary 


ocak 
ad 

egment r 

heir 


“ ant Muslim minorities in most 
f the wor ¢ from a few hundred million in 
tf . Contrary to 

, ntrary te 

I ese m 'e al and all 
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a fe a st in the UK that 
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ht . reed to advertise 
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different, stuffed with all of these exotic products and strange brands, and run 
by different people, while others go there because of the influence of living in 
or near Islamic communities. 


NON-ISLAMIC MARKETS 


Non-Islamic markets are those where the target consumers adhere to religions 
other than Islam. This definition includes, in addition to countries where the 
majority of the population is not Muslim, non-Muslim minorities in Islamic 
countries. For example, 3 per cent of the population in Jordan is Christian, 
about the same percentage of the population in Egypt is Coptic Christian and 
nearly 40 per cent of the population of Malaysia is non-Muslim. There are non- 
Muslim minorities in almost all Islamic countries, None-Islamic minorities 
markets are sometimes similar to Islamic markets in their consumption 
patterns. Christian minorities in the Arab world are a good example. In fact, 
judging by the consumption patterns of these minorities, it is very difficult to 
know who is a Christian and who is not. All of them consume Halal products 


THE ISLAMIC PRODUCT 


An Islamic product ean be understood in three ways: according to Shariah- 
compliance, place of production or manufacturer 


Shariah-compliant products 


These are products that are manufactured and promoted as Shariah-compliant, 
i.e,, Halal. They are produced and consumed mainly inthe primary and secondary 
Islamic markets and they are rarely known in non-Islamic markets. However, 
many nor-Islamic multinationals produce Halal brands that are specifically 
destined to Islamic markets. Many of Nestlé’s products are being produced 
according to Halal principles and are being heavily advertised and distributed 
to Muslim consumers in both secondary and primary Islamic markets, The 
same products can be found on the shelves of numerous stores in non-Islami 
markets since making these products Islamic required minimum changes to 
the production process, or the use of alternative yet similar ingredients, 


Products produced in an Islamic country 


These products are produced in an Islamic country. Theit classification as such 
is based on the location where they are being manufactured. Almost all of these 


ese products ai 
upposed 1 
hame Mecca clear 

learly went 
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anyone. The key differentiating criterion in this category of companies is that 
their products are manufactured as Shariah-compliant. Clearly, their main 
target market is consumers in one or more of the three types of Islamic market 
primary, secondary and emerging. 


Islamic company by location 


Companies whose main business operations are located in Muslim countries 


are also considered as Islamic companies, regardless of their type of ownership 
or customer base, which could be a mixture of both Islamic and non-Islamic 
customers. Examples of companies that qualify for this category include the 
Saudi dairy producer MARAI, SABIC and ARAMCO, the Emarati Etisalat and 
Dubai Ports and the Egyptian Orascom and Ceramica Cleopatra. Although the 


bulk of these companies’ businesses are 


Shariah-compliant, some caution is 


pl 


necessary since some of the companies classified in this cal 


ory specialize in 


producing 


providing un-Islamic goods or services. A good example would 
be the commercial banking sector which provides interest-based financial 


serviews, an absolutely forbidden business in Islam. Another example would be 


all the alcoholic beverages businesses located in the various Islamic companies. 


Islamic company by ownership 


‘Companies owned by Muslim shareholders are classified sometimes as Islamic 
companies. However, one should be ca 


hi 


ul in making this assumption since 
many of these compani 


/e operations that are un-Islamic or non-Shariah 
complaint, Casinos, win 


nightclubs, bars and betting businesses owned 
ly 
nd to 


by Muslims shouldn't be classified as Islamic since their core business is 


outlawed by the religion of Islam. To relate these businesses to Islam 


classify them as Islamic would create a paradox since Islam strongly condemns 


all of their activities, profits and personnel 
Islamic company by customer 


Companies that produce to capitalize on and meet the needs of Muslim 
consumers, regardless of the location of these consumers, or the location of 
the companies themselves and their types of ownership are also classified as 
Islamic, Nestlé is being increasingly perceived among Muslim consumers as 
being an Islamic company because the company Islamized nearly 70 per cent of 


its production operations, ie., uses Halal processes and ingredients. 


OF ISLAMIC MARKETING 


category of companies could also include Islamic-friendly companies 


Pepsi-Cola was once perceived by Muslim consumers as being supportive to 


Muslims because it abided by the Arab boycott of Israel, in contrast to Coca: 


Cola which decided not to abide. More recent examples of companies stamped 


as un-Islamic are Danish companies in general because of the drawings 


which were published by a Danish newspaper, which Muslims interpreted as 
demeaning to Mohammad, the Prophet of Islam. This stigma has lost Danish 


businesses that have major business operations in Muslim countries much of 


their market share and cost them dearly 


Religion-based Marketing: Shariah-compliant Marketing 


Within Islamic markets, adding the word ‘Islamic’ to marketing will be 


understood to mean Shariah-compliant pr 


i.e, adhering to the teachings 


of Islam regard) le, applying, Islamic business ethics and 


observing the market manners as dictated by the religion of Islam, A good 


jonstration of this understanding is the clear differentiation that exists 


b 
the establishment of the first Islamic bank in the late 1960s only ane type of 


4, These banks implemented the 


ween inks and Islamic banks in the Muslim world, Prior to 


bank existed as far as Must 


Western banking system and practices and had ne 


provisions to incorporate 


the specific needs of the increasing number of practising Muslim consumers 
who were reluctant to deal with non-Islamic banks. Before that time the market 
didn’t envision a need to provide an alternative financial system that would 
cater to the needs of the increasingly affluent Muslim consumer. As such, 
banks were known to be only the banks. However, once the sector of Shariah- 
complaint banking and ged there was a need to differentiate this 
newly thriving business stream from conventional banking. The new banks are 
now known as Islamic banks 


her example of relig) 4 marketing is Al-Islami Cooperative 


brand in the owners and 


1¢ United Arab Emirates where the product is Hala 


customers are locals, and the location is within a Muslim country 


The marketing strateg 


sof companies pur 


on-based marketing, 


are based on the religious appeal and the power of religion to attract. The 


words Islam and Halal are c 


arly visible in the marketing campaigns that are 


carried out by these companies 
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Local Islamic Marketing: Marketing within Islamic Markets 


This type of marketing is concemed with the practices that are carried out 
by marketers within the Islamic markets and directed mainly at Muslim 
consumers. All marketing activities are aimed at consumers within the primary 
and secondary Islamic markets. No noticeable efforts have been made yet to 
direct these activities at the emerging Islamic markets, ie. non-Muslims buying 
Islamic products. The typical seller and buyer are Muslims. The brands that 
are being advertised are mostly Halal, the brand owners are most likely to be 
Muslims and the location is either local or regional, i.e., the Middle East, North 


Africa of any single Islamic country or Islamic community in a non-Islamic 
country. This type of marketing is sensitive to culture but not necessarily 
based on religion, The words Islam and Halal are rarely used in the marketing 


campaigns of companies in this category. It is highly likely that these firms 


will remain local; very few of them will be significant players in international 
markets that are different in terms of culture and religion. 


International Islamic Marketing: Marketing To or From Islamic 
Markets 


Marketing activities in this category are carried out by multinational companies 
targeting Muslim consumers in the various Islamic markets, or by Islamic 
companies targeting international markets outside the Islamic market. V 
a company (by product, location, ownership or location, as defined earlis 
markets outside of the Islamic world it is classified as an Islamic company a 


its activities are interpreted as such, i.e, Islamic. The criterion used to classify 
the 
classified as Islamic, they might not be using the Islamic market 


¢ companies as Islamic is based on their location. Although they are 


ng principles 
as outlined by the religion of Islam 


On the other hand, marketing activities carried out by multinationals 


targeting Islamic markets are classified as Islamic only because their target 


consumer is either a primary or secondary Islamic market. Since these 
companies were not established in the first place to serve the Muslim consumer 
and since the particular needs of the Muslim consumer were recognized much 
later by them, many of their operations, processes and products remain Shariah 
non-compliant. Some of the companies that trade with the Islamic world 
manufacture both Halal products intended for Islamic markets and almost 
identical, yet non-compliant, products intended for non-Musli 


customers. 
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overall operations of the market and to ensure that all deals and transact 
were conducted in line with the teachings of Islam, Le, no monopoly, no 


ns 


cheating, fair price, standard weights and measures, no exploitation of people, 
Jand or animals, and so on. The Muhtasib, although appointed by the state, was 
a fully independent job and its decisions were not influenced by anyone in the 
State. It was very much like the position of a judge. Being such a demanding 


and sensitive job the Muhtasib had to be a man or a woman of good character 


as well as have deep knowledge about markets and how they operate, Islam 


provides clear guidelines for how people, both buyers and sellers, should 


behave once they are in a market. The 
gre 
towards community, as well as many others. 


guidelines include special prayers, 
ings. lowering one’s voice, hygiene, handling of arms and responsibility 


The concept of Islamic marketing ean be understood in several ways. 
It can be seen as religion-based marketing, local Islamic marketing of 


teristics 


international Islamic mari 


ting, Each of these has its defining ch 


and implications. Closely related terms to Islamic marketing include ‘Islamic 


market’, ‘non-Islamic market, ‘Islamic products’ 


nd “Islamic company’. Each 


‘one of these terms can also be understood in several ways, An Islamic market 


in general, e.g., can be divided into primary, secondary markets 


while non-Islamic nm 


4 emerginy 


kets ca umers 


be defined as those where the target cor 


adhere to religions other than Islam. An Islamic product could be one thi 


Shariah-compll 


nt, produced in an Islamic country of produced by an Islamic 


company. An Isl 
pl 


ny could be one that specializes in producing 


Shariah-con ‘ed in an Islamic country, is owned by 


products, is loc 


mainly for Islamic markets 


Muslims regi 
r 


cdless of its location or is producing 


ardless of its ownership. 


KETING 


Glossary 


An Arabic word that means the place where selling and sales take place. The 


term is often used to designate t 


market in any Arabized or Muslim city 


Calip 


The caliph is the head of state in a caliphate, and it is the title of the leader of 


the Islamic (nation), an Islamic community ruled by the Shariah. It is 


a transliterated version of the Arabic word khalifah which means "successor 


or ‘representative 
Hisbah 


The Hishah (Verification) is an Islamic doctrine of keeping everything in order 


ah, 


within the laws of A\ his doctrine is base 


oy the Quranic expression 


njoin what is good and forbid what is bad". In a broader sense, Hisbalt also 


refers to the practice of supervision of commercial, guild and other worldly 


affair 


Mult 


A Muhtasib was a supervisor of trade in the Islamic ¢ 


ucted in accordance with the law of 
ly, a Muhtasib was appotn 


to ensure that public business was cond 


ied by the caliph to oversee the 


order in marketplaces, in businesses, in medical occupations, ete, For example 


during the reign of the Sultan Barquq of Egypt (died 1399 AD), the duties 


of the Muhtasib of Cairo included the regulation of weights, money, prices, 


public morals and the cleanliness of public places, as well as the supervision 


of schools, instructi sand students, and attention to public baths, 


lie safety and the circ 


general pu tion of traffic. In addition, craftsmen and 
builders were usually responsible to the Muht 


ib for the standards of their 


craft (Donald 1984). "The Mubtasib also inspected public eating houses. He 
could order p 


s and pans to be re-tinned or replaced; all vessels and their 


contents had t ies and insects, The Mubtasity was 


1 kept covered again 


also expects 


d to keep a close check on all doctors, surgeons, blood-letter 


1977). A Muhtasib 


and apothecaries.” (Ste 1 relied on manuals called 
Hi h 


duties; they contained practical advice 


h were written specifically for instruction and guidance in his 


ib needed to kn 


(the marketplace, as 
well as other matters a Muht 


nw such as manufacturing and 


construction standards 


Primary Islamic market 


ners. Currently this market 


A market that is composed of Muslim con 
includes the OBC member states. 


Secondary Islamic mark 


A market that is composed of Muslim minorities in non-Muslim states. 
Emerging Islamic market 


Ne 


Muslim consumers adopting Islamic products 


on-Muslim market: 


All non-Muslim consumers in the world. It also includes non-Muslim 
consumers living 


minorities in Muslim countries 
Islamic company by product 

Companies producing Sharlah-compliant product 
Islamic company by location 


Companies located in Islamic countries 


Islamic company by ownership 
Companies owned by Muslims, 
Islamic company by customer 


Companies producing, 


of Musliny consumers 
Islamic product by Shariah-complianc 
Shariah-compliant products 

Islamic product by production in an Islamic country 
Produets produced in an Islamic country 


Islamtic product by production by an Islamic company 


Products produced by an Islamic company 


Marketin 
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Learning Objectives 


After reading this chapter, you should be able to’ 


ween an Islamic product 

aventional product 

* Understand the principles guiding product 
decisions within an Islamic context 

* Understand the Tayyib, the Khabeth, the Halal 
and the Haram and their guiding rules 

* Under 

* Understand the concept of harmful products and 
the Islamic legislation f 


{the Islamic product hierarchy 


or their disposal 


Halal ... or Not Halal 

t food and drink t Sha »mpliant, most technolog 
nd other prod eed to be classifie falal products, Examples 
Nonetheless a ted islamic products. What 
Muslim and that . suse and believes. Mecca Cola 
as not brande 2 product that came in a time wher 
em nong M ng It was not brand 

falal, as witl b ained throu apter, indicates that a product 
been prepared the Sha Jes usin »mpliant 
ingredients and process I du e other hand, Is one 
that inspires M to eM 4 one that is associated with 
Aus mbitions, a ty in a time where when 
Introduction 

the A he Quran, Sunnah and related 
Islamic litera ew . the English terms of product 
commod: " 4) Zenah, (5) Selah, 
ancl (6) Bi ' rn tir { interchangeably 
in st taining 1e Isla i m, are contextually and 
conceptuall 0 th terparts in conventional m ing, where 
. 1s ‘commodities’ a represent abstract descriptions of 
wnefits offered to we marketing mix, a product is defined 
market 0 fi gh profit to just continued existence 
Businessdictionary 20! e 8 native terms, ai " and 
anguage (goods), go mu er dl c materialistic to 
describe F a gical associat f the offering. T 
term eters t 4 lanof while the term 
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The Rizg is used to denote the following meanings: Godly sustenance, divine 
bestowal, godly provision and heavenly gilts. 


The terms Mattaa and Zenah describe the worldly uses or purposes of these 
products. Mataa comes from an Arabic word which means fun and joy while 
Zenah vel 


fers to products as means of beautification and adornment, 

These key differences that distinguish the Islamic marketing perspective 
from that of conventional marketing and which manifest themselves in the 
terms used to describe the ‘product’ have a profound impact on all product 
related decisions beginning with the choice of the brand name, functionality, 
styling, quality, safety, packaging, repairs and support, and warranty, and 
ending with the associated accessories and services, To add more, the Islamic 
perspective on the product, aside from addressing the conventional tangible 
and intangible aspects is governed by what is called in Shariah, Magasid (aims), 
od 
consumption and disposal of the product in both the short and the long run 


which in this particular ca: 


-als with the overall consequences of the creation, 


While the terms Sel‘ah and 
without any connotations; the terms Mataa and Zenah need to be used with 


wah are used in Arabic as generic terms 


to avoid any assoc 


teachings of Islam, On th 


ce, which is condemned by the 


on with extravaga 
other hand, Tayyibat and Rizq can be used without 
restrictions, assuming of course that the product is Halal in the first place. 


The Product in Conventional Marketing 


In order to be able to appreciate the unique view Islam provides on all 
economic matters, including marketing and the marketing mix, one must first 


understand how conver 
the product as part of both the concise (4s)\ and the extended marketing mix 


ional marketing has viewed these issues, including 


(7Ps ot SPs? depending on which writer you are reading). In conventional 
marketing literature and practice the word “product” has been mostly defined 
based on its level of tangibility where offerings ha sible 
attributes are classified as goods and offerings having mostly intangible 
attributes are classified as services. This distinction between the two is more 
of a continuum rather than a dichotomy (Lefkoff-Hagius! and Mason 1990) 
and is hardly applicable in the highly developed marketplaces of today since 


ing mostly ta 


1 Product, price, promotion and place 


2. Product, price, promotion, place. process, productivity, peuple and physical evidence. 


Figure 3.1 


The three levels of a product 


d solely based on its 
within the three leve 
\ 
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A land is Taiyyibah if it is good for plantation, a wind is Taiyyibah if itis soft 
and gentle, a meal is Taiyyibah if it is Halal, a woman is Taiyyibah if she is 
righteous and honourable, a word is Taiyyibah if it is good in itself and if it 
doesn’t imply bad, a town is Taiyyibak if it is safe and prosperous, a flavour 
is Taiyyibah if it is free from foulness. A human who is Taiyyib is one who has 
shed the badness of ignorance, bad deeds and wrongdoing and has become 
learned and well mannered with good deeds. A scent is Taiyyibah if it free from 
unpleasant odour. For example, a food is Taiyyib if it has been acquired from 
where it should have been and as it should have been acquired, in the right 
quantity, in the right place, with the right company and in the right time. To 
summarize, the term Taiyyib (masculine), Taiyyibah (feminine), Teiyyibat (plural 
feminine) or Taiyyibeen (plural masculine) describe everything that senses 
enjoy. These terms, even in pre-Islamic markets, never used in Arabic 
to describe certain products such as alcohol, prostitution services, donkey 
meat or slavery businesses, all of which were declared illegal during the life of 
Prophet Mohammed (570/S71-632 AD). The term has such a gentle and kind 
connotations to it that made pre-Islamic Arabs refrain from using it to describe 
alcohol and pork, e.g, although it could be easily argued that these appeal to 
the senses of many people. 


Although pre-Islamic Arabs used it correctly, a complete understanding of 
the full meaning of the term Taiyyib cannot be achieved without understanding 
how it has been shaped by Islam. From the Islamic religious perspective, 
Taiyyibat can be defined as the goods and services that are Shariah-compliant. It 
is the plural of Taiyyib, which is the opposite of Khabeeth: 'Say (O Muhammad) 
Not equal are Al-Khabith (all that is evil and bad as regards things, deeds, 
beliefs, persons and foods) and At-Taiyyib (all that is good as regards things, 
deeds, beliefs, persons, foods), even though the abundance of Al-Khabith may 
please you. So fear Allah, O men of understanding in order that you may be 
successful’ (Quran 5:100). 


In Islam, ‘products’ are associated with values and ethics. The word 
Tulyyibat, which is mentioned in the Quran 18 times, has been explained by 
Islamic scholars to carry the meanings of beauty, purity, physical and spiritual 
cleanliness, and attractiveness, and it is usually used along with the word Rizq 
(sustenance). Because in Islam Allah is the sole sustainer (Razzaq) and because 
He is Taiyyib then Riza -which is provided by Him ~ can be nothing else but 
Taiyyib. Therefore, Muslims are obliged by the teachings of their religion to 
make Taiyvib everything that they do, including each and every single action 
leading to or involved in the making of the product. 


8 ‘ fg fe introduced several 
f ans. K ted in Alrummani (nd 
% " material granted by Allah to hi 
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ti ark fefined T na similar 
ads ton a F These definitic 
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produce Taiyyibat and to refrain from the production of Khaba’ith, even if what 
they produce is aimed for non-Muslim markets. The Islamic rule is very clear 
in this regard and it doesn't distin 


h between a Muslim and a non-Muslim 


market, it is universal in nature. 


However, if by some chance Kitaba’ith enter the Islamic market, ie, a 
market that observes the teachings of Shariah, they will be rapidly disposed of 
and thus the market remains a place where only the pure, good and beautiful 
products are traded. According to the Islamic teachings, Khaba'ith (bad. impure 
yyibat 


and unclean products) are not considered consumables, which must be 
(good, pure and b 


ful) and therefore (Ibn-Aljawzi n.d.) 


1. They should not exist in the Islamic mar 

2. They cannot be priced; they are valueless and worthless. 

3. They cannot be considered possessions because Muslims are not 
allowed to own them. 

4. They cannot be considered wealth for Muslims and therefore losin, 


In the case of n Islamic market, 


on-Muslims consuming Khab ‘ith with 


if these are considered lawful according to their own religion, then their right 


to consume them is protected by the Shariah law. For example, a Christi 


in an Islamic st 


is allowed to consume alcohol and pork but this cannot be 
done through any transactions with Muslims, simply because it is not lawful 
for Muslims te 


rade in these products (Kahf n.d.). In Dubai, e.g., there are three 


an expatriate: 


conditions for acquiring a liquor licence, in addition to bein, 


1. Earning in excess of AED 3,000 per month (about USS 820), 
2. Being a resident in Dubai. 
3. Being a non-Muslim. 


The application process takes two weeks with an application fee of AED 
160 and requires the approval of the applicants sponsoring company, The 


licence allows a holder to consume alcohol for one year after which it must be 


renewed. In addition, liquor stores and shops cannot be owned, or operated 


PRINCIPLES OF ISLAMIC MARKETING 


by Muslims. It is completely off-limits for them by both civil and by religiou: 


laws. However, it is wo 


fing that this doesn’t stop some Muslims from 


consuming the product. 


Although so far all products were classified as either Taiyyibat or Khaba'ith, 


it must be made clear that Khaba'ith cannot be considered products from an 


Islamic perspective. In Islam only that which is Shariah-compliant can be 
P 


referred to as product. Any ‘product’ that by its nature is a cause of harm, 


whatever form or shape that harm might take, is a forbidden ‘product’. The 


word harm in this context is defined as what pe 


e consider harmful and 
what Islam considers harmful and, if there is a disagreement between the two, 


then the final say is what Islam says. ‘And whatsoever the Mes 


you, take it; and whatsoever he fi 


in (from it) 


ids you, abst 


verily, Allah is severe in punishm 


Qura 


To conclude wer considered harm or a cause of harm and 


Islam provides the fol 1idelines on how to deal with harm: 


The removal of harm is a Shariah obligatior 


2. Its removal must not involve the use of harm 
3, Specific or limited harm is tolerated for the sake of removing public 
harm 


4. Theleast 


two harms is committed in order to avoid the other. 


5. Avoidance of harm is given priority over the 


Juisition of benefits 


Classification of Products in islam 


The disev 


sion has so far concentrated on clarifying the difference between 
Islamic perspective. However, lawful or 


{ by Isl 


lawful and unlawful products from 


Taiyyibat productes have been classi mic scholars into four different 


levels, which are depicted in what is called the hierarchy of products in Islam as 


shown in Figure 3.2. These 
k 


evels are Dharuriyyat (necessities), Hajiyyat (needs), 


matiyyat (improvements) and Tarafiyyat (extravagances), which are Halal by 


be Haram by use. Each of these needs has many implications 


from a purely business perspective. For example, a company’s image could be 
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severely tarnished within an Islamic market if that image is closely associated 
with the production of Tarafiyyat, 


Figure 3.2 Hierarchy of products in Islam and their implications for 
procedures and consumers 


DHARURIYYAT OR NECESSITIES 


The concept of staying alive in Islam extends well beyond the conventional 
concept of survival and encompasses the preservation of the five basic pillars 


life, that is: faith, body and s Ith. Those correspond to: 


ul, mind, honour and wea 


minimum amount of food and drink, clothing, basic transportation, medication 


and health services, liter nour, wealth and books. 
Within an Islamic econ 


the case where th 


Y, Security to one’s life, h 
mic system these products are given priority and in 
market fails to produce enough the state steps in to ensure 
their availability to all citizens within the state. Once the market has reached 


equilibrium, production planning gives priority to the next type of products on 
the hierarchy, or the Hajiyyat 


HAJIYYAT OR NEEDS 


These correspond to basic products as stated previously but differ in quality, 
amount and availability. While itis the state's duty to ensure that all citizens get 
jious responsibility of the people themselves to 
et better quality 


enough necessities, it is the r 


move higher up the hierarchy, which in turn enables them to 
and larger amounts at their convenience or whenever they wish. in addition 


other appliances that make one’s life easier. Examples of products at this level 
include better food, higher-quality clothes, a larger home, home appliances, 


bottled water instead of tap water, suitable public transportation, vocational 


and highe books of all titles and counselling services. 


KAMALIYYAT OR IMPROVEMENTS 


rarchy involves the satisfaction of the 


five pillars of life using products of a higher order. For example, owning a 


beautiful house in an upscale area, private transportation, expensive schooling 


for children, and so on. At this level the brand name becomes much more 


significant in product ade 


Although a faithful Mi 


beyond this level in his efforts 


to achieve satisfaction, it is hi show and demonstrate the 


bounties that Allah has bestow: 


n him by eating well, dressing beautifully 


and humbly enjoying the blessings of Allah, In fact, ¢ 


poth this world and 


tude to the Ai 


Allah is a good deed that is even rewarded by 


the 


lah, the 


one who gave in the first place 


erson decides to 


explain, if A 


hide it or block its use, that persona would be considere 


ungrateful. Allah 
! Your Lord caused to 


be declared (pub ity ) unto yous but 

if ye show ingratitude, truly M indeed’ (Quran 14:7). 
Nonetheless, it is important to know that k yyat is a boundary area; that 

is, one must not exceed what is considered a form of gratitude by consuming 


of acquiring that which definitely doesn’t make one’s life clearly better. There 


is no need to get a second car if one is enough. There is no need to have several 


TV sets at home, extravagance aside, these will limit communication between 


family members and 


wily destroy the concept of a family since everyone 


sit alone and watch his own TV show as he pleases and without 


rom others, even though those others are his family. A few pair 


them? Why buy all the 


Jo nicely, why get a whole closet full 
vegetables in the market when one knows that most of it will end up thrown 


away, in addition to creating unreal demar 


Which in turn needlessly drives 


Having said that, it should be clear though that Islam makes allowances 


for individual and cultural differences. It ack 


nowledges that what might be 


considered pure extravagance in might be see 
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or even a need in another. While a servant is a necessity for a person with 
disability ~ during the height of the Islamic state a servant was appointed to 
guide blind people on their way to mosques = it is an act of extravagance for 
someone who already has enough servants, cannot afford them or cannot treat 
them in accordance with teachings of Islam, which 
the servant a long list of rights and make him or her almost a family member. 


e very det 


iled and give 


The tipping point from improvements and into extravagancies gets closer 
with each extra purchase that cannot be justified from a religious perspective. 
It is ex 1¢ themselves from 


id it enters the forbidden zone of 


ctly this point that producers should disassoci. 
because the description of 


nsumption be 


Tarafiyyat, or more religiously put, show 
people to use what he provided for them to ben 
indul 


ingratitude to Allah who expects 


To conclude, it is clear from the discussion above that producers a 


operating at the first two levels of the Islamic product hierarchy, need to 
practise ¢ 


ation when ope! 


ting at the third level, and should be very cle 


how their product is classified in the particular Islamic market in which they 


re operating when it comes to producing products that could be cansidered 
Turafiyyat, As a general rule, producers should carefully consider the following 
guidelines when prioritizing what to produce: 


1, The importance of these products in str 


igthening faith among, 
Muslims. As discussed in this book, Nestlé and other multinational 
actually making Muslims more 


corporations servant 


because they are making them more knowledgeable about which 
international brands are compliant with the teachings of their 
religion 

2. Their importance in maintaining social security 


3. Their importance in the preservation of physical and mental health, 


4. Their role in supporting society, through job creation for ¢ 


ample. 


Sharial 
perfluo 

ne, and that 

h ughteri 
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by a wild animal — unless you are able to slaughter it (before 
its death) ~ and that which is sacrificed (slaughtered) on Am 
Nusub (stone-altars). (Forbidden) also is to use arrows seeking 
luck or decision; (all) that is Fisqure (disobedience of Allah and 
sin). This day, those who disbelieved have given up all hope of 
your religion; so fear them not, but fear Me. This day, I have 
perfected your religion for you, completed My Favour upon you, 
and have chosen for you Islim as your religion. But as for him 
who is forced by severe hunger, with no inclination to sin (such 
can eat these above mentioned meats), then surely, Allah is Oft 
Forgiving, Most Merciful. (Quran 5:3) 


In general, what is Haram in Islam could be summarized thus: 


1. Animals killed as outlined in the verse above, 


Dead animals and their products 
3. Pig products. 

4. Allintoxicating products. 

5. Gold and silverware. 

6. Silk and gold for men. 


Riba, or charging interest on lending money 


All commercial activities related to these categories of products are to be 
avoided. For example activities related to the production, distribution, sale and 
consumption of liquor are forbidden and engaging in any of them is considered 
a bad deed. Companies need to position themselves as far away as possible 
from activities associated with these products and their ingredients, producers, 
distributers both wholesalers and retailers, promoters and consumers. 


Finally, these few basic categories of Haram products have subcategories 
that naturally change with time due to factors such as production technologies 
inventions, changing consumption patterns and so on. To illustrate, the use of 
new enzymes and preservatives which were made available by new production 
technologies, or the introduction of new entertainment means, will also be 
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Key Terms: | 
+ Islamic product | 
2 cynical posi | 
<i, The Mis pccoct 
* The Khabw'ith product | 
+ The Hall product 
© The arom prod | 
D) "ThaJaamie produc Wemcty | 


© Dharuriyyat (necessities) 


Hajiyyat (needs) 
Kamaliyyat (improvements) 
+ Tarafiyyat (extravagances) 
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Islamic Pricing Practices 
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Learning Objectives 


After reading this chapter, you should be able to understand Islam's views on 
pricing including 


The role of the market in setting prices 


id sellers’ right to set prices 


Pricing as a covenant between the buyer and the seller 


* Pricing and consumers’ right to acquire necessities 


Consumers as Price Setters 


T . a 
1 of the 
M F 


ISLAMIC PRICING PRACTICES 7 


afraid of Allah; and Allah teaches you. And All is the AUL-Knower of 
each and everything. 
Quran 2:282 


Introduction 


This chapter does not discuss the pricing strategies applied by global ma 
today and it does not determine the permissibility of these stra 
Islamic perspective. Readers who are looking for a pricing strategy checklist 
will not find it here and will not find it 


from 


nywhere else, simply because such a 
list doesn’t and will never exist, All pricing strategies that are commonly used 
in the marketp! 


» time-bou 


«i! They are variable and change with time 
and according to market conditions, At any certain point in time some of them 
will be more important than others while some will be obsolete altogether 
Therefore, restricting the discussion in here to these stra 
much help because it will deprive companies from the true benefits that a better 
understanding of the Muslim consumer could yield. Checklists work well with 


gies will not be of 


tools and machines, not with consumers 


Rather than presenting a seemingly attractive, yet oversimplified checklist 


this chapter provides timeless guidelines for setting pricing strategies, an 


approach that is in line with the core teachings of Islam. There isa story narrated 
about the Prophet Mohammad, peace be upon him, in which he ordered his 


companions not to pollin 
year; it ends with the stat 
about your worldly a 
isa set of predetermined Isla 


¢ fer 
ement by the Prophet: “You able 
be Islamic to say that th 


palm trees and the crop failed the next 


more knowledge 


it would ni 


fairs. Therefor 


ic pricing strategies for marketers to abide by: 
ip Muslim, 
could be 


it is truer to say that there are predetermined guidelines which hy 


sellers and buyers establish a health 


jonship. These guidelin 
used by marketers to develop pricing strategies that suit their particular market 
circumstances and, at the same time, comply with the aims of the Shariah which 
are supposed to ultimately lead to establishing a Godly planet that Is governed 
by equality, peace, tranquillity and prosperity 


Although the discussion above might seem idealistic and vague, and the 
goals might appear to be too big to ponder about achieving them, the rules 
provided by the Shariah makes this task a whole lot easier because they 
draw the road map not to an unachievable market utopia but to market as an 
organization built around humans and managed by them, 


THE PRINCIPLES OF ISLAMIC MARKETING 


The Market as a Price-setting Mechanism 


he basic coordinat nanism of the 


he Islamic state its teachings seek 


of goods and services mers and suppliers of this market 


price. The Isl 


at a mutually agreed and a mic teaching: 


begin with 


ity and that all traders and consumers 


be allowed to eng; ge within the market. It also 


of transgression whether by the 


protects private ownership 


state itself or by competitor ind it incriminates violations of all 


teachings. In fact, the longest 


valid contracts ~ those that di slate Islam 


verse of the Quran deals with commercial contracts involving immediate and 


future payments 


In principle, the Islamic market should be free 


respond to the market 


forces operating within it and reflecting the aggregate influence of buyer 


lers on the price an juantity of the offered products, Thus, when 


ammad was asked to set the price of g 2 market he responded, ‘I 


Will not set such a precedent, let the people carry on with their activities and 


yenefit mutually ...’ Thi clarifies that unnecessary interference in the 


freedom of individuals is considered an injustice from which one ~ whether 
government, private institution or individual ~ should distance himself from 
t Allah fre 


‘0 that one should mv 1 guilt of unwarranted interference in the 


market 


However, if an al forces, 


h as hoarding and manipulation of 


prices, inte »peration of the market, public interest takes 


precedence over the n of the parties behind this interference. In such a 
situation price control by the Muhtasib — the market supervisor in an Islamic 


s permissible in order to protect consumers from unethical 


market - becon 


pricing practic 


Muslim scholars are mostly in agreement that the pro! 


bition of price 


control is restricted by the ailing market circumstances subject to 


harm and preventing injustice. In other 


injust and prohibited, and at other times 
may be just and permissible; it all depends on the nature of these circumstances. 


If price control sale of goods at an 


ceptable price that denies 


traders the re permitted by Allah, interference and price 


ram. If, on the other hand, price control leads to equity in 
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the market, e.g, by making sellers accept a price equal to that set by other 
comparable products, then that control is Halal. It is important to know here 
that a comparable product includes not only the final offering but all activities 
involved in making that offering or product available to the Muslim consumer 
including country of origin, logistics, quality and so on. Sei'ru elmithl or ‘the 
price of the equivalent’ is the term used to denote the price of these products, 
a price that is referred to when the price of a product is disputed. Accordingly, 
if a product was being sold without any wrong-doing or unethical market 
practices but the price rose due to uncontrollable factors such as scarcity then, 
price control, if practised, would need to be done in a way that doesn’t deny 
traders their reward for bringing this product into the market. 


Nonetheless, price control is most likely to take place when the well-being 
of the society is put at risk and basic products such as education, medicine, food, 
clothes and shelter are most likely to be subject to such a control. For example, 
cashew nuts, which are considered mostly a luxury o extravagance product, 
are more likely to be 100 per cent subject to market forces while bread, sugar, 
rice and other basic sustenance products will be subject to more monitoring 
and price controls. This difference between products that are more or less 
likely to be subject to price controls has significant implications for companies 
working within the Islamic markets since it affects their margins and mark-ups 
and their promotion practices. 


Sellers’ Right to Set Prices vs. Consumers’ Right to Acquire 
Necessities 


A company must recognize that, in an Islamic market, market forces are 
free to dominate only until the ‘freedom’ of the consumer is put at risk, e.g, 
jeopardizing the consumer's right to healthy food, suitable medication or 
proper education. Once these or other rights that are considered by the Shariah 
as undisputed, natural and acquired by birth are threatened the Islamic state 
is obliged to end the threat. Therefore, companies should be aware that their 
ability to manoeuvre within this market is subject to the products they sell and 
to the type of their operations, eg., if they operate at the high end of the market 
at the Tarafiyyat or extravagancies level ~ see Chapter 3 ~ they will most likely 
be free to set their prices but if they operate at the basic product levels such 
as those mentioned above then there is always a possibility of restrictions on 
operations and limits on setting prices. 


freedom 


Within the Islamic market, the concept of freedom - includit 


to set prices ~can be described as ¢ freedom, the concept of unlimited 


and unrestricted freedom as expressed in the free market philosophy is rejected 


n all dealings among f Ina market re freedom for one mean 


less freede seller has total freedom then a buyer will not have 


a choice other than to submit to the seller's will, otherwise h 


described as being totally free if he cannot enforce his freedom? A free market 
assumes that the power of buyers is equal to that of sellers thus creating mar 
balance, which could not be further fr th since there are very few 


examples in the history of b sson tl when buyers were actually 


able as a mass to take 


In conelusi ponsible freedom in Islam as opposed to the freedom 
granted to trade free market, translates into responsible pricing where 
the sellers’ right to make profits atfect he buyers’ rights to a decent life 


The Covenant Between the Buyer and the Seller 


Three terms are used in ribe transactions between people 
themselves and between pe These are Mithag (covenant), Aid 
(also covenant) and al is Augood). In Islam all Sharial 
compliant transactions are « proved by God and must be honoured 
by all those who agreed ti These transactions become religious 
obligation and therefore must be fi d regardless of the involved partic 
There are many verses i and numerous teachings by Prophet 
Mohammad that encourage the fu! nts and contracts, For 
example: Verily, the covenant will be que at’ (Quran 17:34), and the 
opening of Sura Ma‘edah or Chapter 5 in the Quran: ‘O you who believe! Fulfil 
Although covenants tend to describe the Godly part in the human affair 
while contracts deal with the much more materialistic part of that affair 
together they create a Godly affair, ie, transaction that is witnessed and 
approved by God. A all parts of that affair must be pleasing to God 


Allah -including price tin the case of commercial trans: 


Putting it more sim not transact with each other, they 


n't transa 


trar d a buyer doesn’t transact with a seller, he transacts with 
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God. Since Allah becomes the first party to the exchange, the second party — 
the seller or the buyer ~ is obliged more than ever to purify all aspects of that 
exchange and endeavour to the best of his ability as a human being to please 
Allah, The second part to the exchange must exercise and embody qualities 
that are commonly overlooked among traditional buyers and sellers. These 
qualities include, but not limited to, generosity, kindness, eagerness to help 
others gain from the dealing, and easy dealing. Prophet Mohammad gives a 
clear guideline in this regard: ‘May Allah's mercy be on one who is generous 
(pliable, propitious, good-hearted) when he buys, generous when he sells, and 
generous when he sues), 


All parties to the exchange are required to n 
it would be un-Islamic for anyone of t 


ce sure that they all benefit, 


m to gain while knowing that another 
Will lose. It is a must in Islam that such knowledge is shared and that all parties 
are informed about all mu 
the exchange. No information is to be held in this regard: ‘He who is asked 


rs that might affect their decision to eng; 


something he 
Day of Resurrection’ (Prophet Mohammad). 


snows and conceals it will have a bridle of fire put on him on the 


The Buyer-Seller Shared Responsibility for Pricing 


ver until he 


A central teaching is Islam is that ‘One of you will not be a bel 
likes for his brother what he likes for himself (Prophet Mohammad), Within 
the business context this Hadith commands both sellers and buyers to have 


compassion for each other of, in other words, to put themselves in each other's 


shoes. Before settling on a price ora pric a seller must think of himself as 


rang 
a buyer and then determine what equitable price he would be willing to pay for 


the product bearing in mind that he knows its total cost to him as.a seller and 


that he knows its real worth in economic value. Only then he should proceed 
with setting the price: setting a price that he would like to pay himself 


The responsibility for pricing doesn’t end at the seller's end; the buyer is 
equally responsible. The buyer she 
determine the equitable price he would be setting for the product, Both the 


Id put himself in the seller's place and then 


buyer and the seller must also be willing to engage in a win-win exchange 
were the buyer allows the seller to make sufficient gains and the seller allows 
the buyer to acquire the desired product without being burdened by too high 
a price of total costs 


ing the religious dimension to pricing as shown above transforms 


the buyer-seller relationship and its various dimensions into a religiously 


onger be seen 


nutually beneficial one. Sellers’ prices will no 


as exploitive and consumers will no longer think of themselves as being the 


enmity and mistrust between the 


two will be replaced by of trust and support, the two most 


important ingredie 


Implication for Businesses 


Businesses operating in Muslim markets need to pay special attention to how 


ices and in what price levels to operate. They must: 


Demonstrate and create the awareness 


t their prices are fair to 


them, to consumers, and to the world, These prices must not lead 
to the ces oF result in ruination in the 
earth i travagant consumption 
patterr ral degradation, and 

2. Avoid excessive profit margins since these could be misinterpreted 


to be unfair or greedy, two traits that are strongly condemned in 


Islam 
Since Mu ike all other markets, are composed of 
onsumers with varying purchasing powers, a company could 
build goodwill by providing good quality products at affordable 
4. Consumers in the Muslim market are weary of the prevalent - but 


bargaining nature of these markets, Even 


mers wh m to think that they have not done 


That is one of the reasons why big retailers such 


Carrefour are 


markets. Their fixed prices provide comfort and 


ho otherwise would 


peace of mind to their Muslim consumers w 
have negotiated of most of th 


Sh 


wurchases, Although the 


Barg: t be alluring in the West where such sh 


tive in the Muslim market where 


n that they are the losing party 
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Conclusion 


In line with the teachings of Islam which greatly value the traits of forgiveness 
and generosity in all affairs, Muslim consumers are compelled to be flexible 
in their dealings and might even tolerate a higher price if a good cause is 
presented, such as financial difficulties the seller is facing or the fact that the 
seller is known to support a religious-related cause. However, marketers are 
wamed that the same teachings ask customers to be vigilant and to avoid being 
exploited. This presents a pricing challenge for sellers since the line between 
exploitation by sellers and a fair and equitable price is mostly subjective and in 
many cases blurred, A company’s pricing strategies should be distanced from 
the fuzzy pricing range where a price might seem to be exploitive of consumers’ 
needs or their unawareness. In a Muslim market where almost all matters are 
judged from a religious point of view a price that is perceived to be unfair by 
the masses becomes un-Islamic by definition, which will also stamp dealings 
with the seller that are not absolutely necessary as un-Islamic 


Although higher margins are allowed, many Muslim scholars suggest that 
4 margin of 30 per cent or less would result in a fair price. In a market where 
the Muslim consumer understands and lives the Islamic values the market 
will be free from extravagant purchase and consumption patterns and thus 
the government need not interfere in setting prices as a way to control market 
forces, The market can be left to operate independently and fre 


ely from such 


interference. 


It is the religious duty of sellers and buyer to act responsibly. The seller is 
to be generous and giving when determining the price of his offering and the 
purchasing such an 


buyer is asked to be no less generous and giving whe 


offering. The relationship between the two is not based on the price level, itis 
based on whether God is pleased with it or not. The Generous, which is 


of God's 99 names in Islam, commands generosity and forbids stinginess. A 
seller's concern must not be seen to be selling at the highest possible price and 
the buyer’s concern must not be that of dragging down the price. Based on their 
joint responsibility to set prices, sellers and buyers must strive towards setting 
fair price that above all pleases God, the Fair and Just God. Such a price 
acknowledges the seller's right to profit and the buyer's right to acqui 
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Islamic Promotions and 
Promoting to Muslims 


Learning Objectives 


C MARKETING 


Nike Learning about Islam 


The example of Nike is a good exan tive 


of the importance of being sen 
f 


to others’ believes. In 1997, a row broke out after Nike used a logo meant to 


Des to be sold in summer 1997, with 


Air Grill’ and ‘Air B-Que’, Some Muslims 


jook like flames on a line 


the names ‘Air Bakin’, ‘A 


claimed that the logo resembled the word ‘Allah’ written in Arabic script 


40,000 pairs of the shoes worldwide. The immense pressure that Nike wa 
under aimed, according to the Council on American-Islamic Relations’ (Cair) 
they see something c , there could g done about it.’ Nike 
vert supplies away from Islamic countrie antinue production. It 


had also introduced a review panel int ment process to prevent 


any similar problems in the future. “We have, through this process, developed 
a deeper understanding of Islamic concems and Islamic issue as our 
brand continues to expand, we have ts ness of other world 


Nike had to recall all shoes carrying the logo that was perceived to be 
offensive to Muslims. In exchange for ban, a donation of a USD50,000 
the L 


Muslims around the world not to boycott Nike products 


ited States, and an 


Not long before th been criticized by the council for a similar 


remove a billboard near the University of 


player with the headline “They 
called hit 


Introduction 


n in the history of mankind that has relied so 


as Islam. The religion, 


which was inaugurated with # { write in an era when 


essional use of 


promotional means act, the Quran, 


ISLAMIC PROMOTIONS AND PROMOTING TO MUSLIMS “1 


which can be rightly described as the greatest book that has ever been written 
on promotions, commands that Muslims acquire and disseminate knowledge: 


Read in the Name of your Lord Who has created (all that exists). He who 
hhas created man from a clot (a piece of thick coagulated blood). Read! 
And your Lord is the Most Generous. Who has t 
the pen. He has taught man that which he knew mot. 


ie writing) by 
Quran 96:1-5 


Islam is a religion that is based on dissemination of information and 
awareness creation, two functions that should be carried out by well-versed 
and devout adherents through the principle of Da’ 
invitation), where each Muslim has the role of Da‘eah (the person making the 
invitation). The term Da‘waah, which is 


aah (a summons oF an 


ntral to marketing the religion of 


Islam, is also known to present-day organizations as promotions, one of the 


components of the traditional marketing mix, or the 4Ps: product, price, place 
and promotion, 


From day one, and during the period when they were powerless and 
stateless 14 centuries ago, Muslim holy marketers (those driven by their bel 
to market Islam) perfected and heavily relied on various methods to promot 
their faith. Using contemporary marketing terms, they excelled in networking 
and personal selling whereby they generated leads and qualified and contacted 
prospects, attended gatherings, organized public speeches and debates, utilized 
public relations and exhibited exemplary role models in their community, and 
used sales promotions to build and strengthen loyalty among the religion's 


customer base, Le., granted special privileges to converts embracing Islam, 


Their religious 
material marketplace where a smooth transition from the divine to the earthly 
occurred, The skills that were introduced, inspired and used by the religion 
to promote religion itself became indispensible to compete in the increasingly 
globalized world of the Arab merchants; it gave them a ‘divine’ competitive 
advantage over other merchants who relied on the traditional marketing 
wisdom. Islam added and emphasized traits such as kindness, honesty, 


rketing skills and traits proved equally effective in the 


gradualism, true promises, articulacy, sensitivity to the needs of others, respect 
for their faiths and ways, a genuine interest in their well-being, and soon. These 
to without an extremely strong underlying 


traits are impossible to adhet 
mative and, indeed, there is no stronger motive than the true believe that 
paradise is the reward for those who wholeheartedly comply; Islam makes 


dherence to these an the ship, without which, ones faith 
would not . 
The Transition of Holy Marketers 
Muslims, all of led to assume the role of holy marketer 
forms ~ spoker I 4 ten in order to attract the publi 
toem 4s to M are clear: “Let there 
ivitie ir alized letters with the logo 
{the new reli pe we and Persia, virtuou 
af the § al activit wed by devout Muslims in their 
religious mark 1 

This knowledge een d 4 to serve the heavenly, wa 
merchants tra , ach the Arabian Peninsul 
Egypt. ot internationally with the Chinese : n and European 
but to embrace the 

The skills of t ar r m well in both F 
f i fo i nny conflict 
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Table 5.1 An approximate guide of some commerce-related words in 
the Quran 

oe = = 

[ The word and its Frequency, or | The word and its Frequency, or 


derivatives, using the | number of times | derivatives, using the | number of times 
Arabic root, or the word | mentioned in the | Arabic root, or the word | mentioned in the | 


tsa cont | wo | Foes 
CA al a CT a 
7 a a a (CT a 

Weigh (Wazano), weight et) Lend (Agrazo) | a 
(Miran), measure (Koil) 

wi) el (el er a 
Price (Thaman) uu Market (Souq) 1 2 

{two te | 


rivates is repeated more than 218 times in the Quran, as well as countless 


times in Hadith 


Table 5.1 shows some of the relevant commercial concepts that are 


mentioned in the Quran and their frequency using the Arabic root word for 
each concept, or th s not apply. As ca 
bi 


commercestelated word, 


word itself when the 


in this 


, Da‘aa is the most repeated word and it surpasses by far any other 


Admiring the Power of the ‘Word’ 


In fact, the Quran - the holy book of Islam - could be consides 
book that ever existed on promotions, According to Muslims, its first miracle 


sd as the greatest 


lies in its style which couldn't be reproduced or imitated even by the Arabs 
themselves to whom the Quran was revealed in their own to 
of Mohammad, the Arabs were enchanted by the Arabic language, and it is 
accepted by Arab historians that their literary talent and eloquence was at its 
ite magnificent 


gue, At the time 


height back then. People used to travel into the desert to wr 
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pieces of poetry, and parents would send their children to stay with Bedouin 


¢ Arabic than that which was spoken 


in the cities, in addition to bein 


less polluted air and a cleaner 


environment. 


Allah challenged these 


ple to produce a literary work of a similar 


calibre; a new Quran, just one chapter i an, oF even just a few verses 


from it, yet despite all of their eloquence and efforts they failed to match it 


ome of the Quran's short chapters are composed of only a few 


Celebrating Beauty and Goodness 


The Quran teach 
, 


that all invitations must be extended with kindness by 


« Way of thy Lord with wisdom. 
and beautiful preaching; and argue with them in ways that are best and most 


gracious’ (Quran 16:125). Islam stresses the importance of the use of th 


words 
beautiful’, ‘bear 


good’, ‘pardoning’, ‘council’ and ‘kindness’ in everything 
1 Muslim does, The Prophet teaches: ‘Allah is beautiful and He likes beauty 


Allah is good and He accepts only that which 1’, and ‘Kindness makes 


all things beautiful and lack of it makes them ugly’. The Quran attributes the 
gathering of people around Mohammad due to the fact that he was lenient and 


gentle 


a been r 4 hearted, they ‘ dispersed 

around f fore and them, and 
ke counse i fair; so wher ided, then 
place rust in Al Alta those who trust. 


Quran 3:159 


Cross-cultural Communications 


Cultural differences and their effects on the success of promotions are also 


acknowledged in the Quran. When in discussions with the Christians and the 


to highlight similarities and avoid all 


animosity, which might ultimately lead to rejection: ‘And do 


not dispute with th 


lowers Book except by what is b 


except those 
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of them who act unjustly, and say: We believe in that which has been revealed to 
tus and revealed to you, and our Allah and your Allah is One, and to Him do we 
submit’ (Quran 29:46). Finding a common ground between the company and 
its various markets at the beginning of the relationship improves its chances 
of success. Because there is always a greater possibility for misunderstanding 
in cross-cultural communications, Muslims are asked to choose their words 
carefully: ‘Say to My servants that they should (only) say those things that are 
best’ (Quran 1753), 


Gradualism and Persistence 


Islam's approach to promotions for societal and other causes stresses the 
importance of gradualism and persistence. Although Muslim companies, like 
all other companies in the marketplace, have the right to engage customers and 


to use and introduce a profoundly different marketing mix, they cannot go 
around ridiculing the lifestyles and consumption patterns of non-Mustims, The 
Quran clearly supports a gradual process when introducing concepts that are 
non-conformist. For example, Islam’s strong stance on alcohol is 
even to non-Muslims: its consumption is not allowed under any circumstances. 
Yet the early Muslims were not suddenly asked to stop drinking wine, Instead, 
a promotional campaign was gradually implemented over several years 
leading to a total and successful ban on the product. That campaign should 
be an exemplary guide to Muslim companies targeting non-Muslim markets, 
non-Muslim companie 


ell known 


targeting Muslim markets or companies introducing 
new products. It demonstrates the concepts of gradualism, persistence, 


dissemination of informa 
customer acceptance and loyalty. Itnever shocks and never enters into disputes, 
it instead, it emphasizes the importance of time in the process of attracting and 
convinei 


jon, comparison and faith as ways of gaining 


g customers. 


First. The extraordinary characteristics of the wine in heaven were described, 
without mentioning earthly wine. It was left to consumers themselves to make 
the comparison: ‘Round them will be passed a cup of pure wine. White, delic 
to the drinkers, Neither will they have Ghoul! (any kind of hurt, abdominal pain, 
headache, a sin) from that, nor will they suffer intoxication therefrom’ Quran 
3745-7), 


us 


Second. Some time later, Muslims were reminded of the many blessings 
Allah bestowed on them, including the trees from which they produce drinks 


being goo. le nothing, neither good id abo 
And frc s of date-palms rap Jerive strong drink and a 
Bc : y, then people who have wisdom’ 
thu ht ng it 
In 0 gr f en, but the 
than their ber > 
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tod 5 \ 4 eligi final comman 
c ibit stun alcohol was reveale esistance was 
encounter tse the fe 1 to consume it until 
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h of those Godly at . his/her own capacity. For example 
where Allah a the ‘Satistier of , ach Muslim is suppose 
toend t t Asof t ne deals with to the be 
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his/her abilities and to the highest available standards, In much the same way 
as a teacher is commanded to excel in teaching and a doctor is commanded to 
treat patients according to the best available knowledge in medicine, a company 
is commanded to satisfy the needs of its customers in ways that enhance their 
well-being and prosperity through an enhanced value creation and delivery 
systems, Those customers, invariably, need to be informed and that need has to 
be satisfied accurat 


y, timely, and with pure intentions; not with the purpose 
of deception to make gains that would have been otherwise hard to aequire. In 
much the same way, each of His other names’ such as ‘the loving’, ‘the trustee 
‘the giver’, ‘the shaper of beauty’, and so on, has clear implications for the 


various functions of the company 


Finally, for promotions to succeed, all of their components must be credible. 


Islam places a great deal of emphasis on the importance of honesty and truth 


in dealin, 


between people, This emphasis is clearly demons 


ated in many 
verses in the Quran and in numerous teachings by the Prophet Mohammad 


Promotions as Promises 


At the very core, promotions are promises of hope and fulfilment of desires. 
rs and to 

encourage them to engage in seemingly mutually beneficial relationships, 

ght actually be at a disadvanta 


These promises are made by sellers in order to atteact custom 


although it is fair to say that custom 
many of these re 


in 


tionships. As such, traditic 


1 promotions revolve around 
these three interre 


ated concepts: (I) promises by sellers, (2) attraction of 


customers, and (3) mutual benefits. Descriptions of the conventional meanir 
of these concepts can be found in numerous market id that is why 


they will not be discussed here. However, what will be discussed is the impact 


ing books a 


on promotions of a new, fourth concept of extended accountability, which is 


added by Islam. 


Extended Accountability 


Islam hold both buyers and sellers accountable for their actions not only in 
front of the Shariah, but more importantly in front of God in this life and in the 
hereafter, This extension of accountability works as a divine motive for both 
parties of this relationship to behave responsibly to the best of their knowledge, 
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despite of the deficiency of that knowledge, whom Allah Himself describes as 


little ‘and you are not given aught of knowledge but a little’ (Quran 17:85). 


The extension also works as a deterrent preventing people from en; 


less than honourable behaviours in busi 


ess situations, Stating the obvious, 
some people are not law abiding and they have a tendency to exploit the system 
or bend the rules. To quote Plato: ‘Good people do not need laws to tell them 


to act responsibly, while bad people will find a way around the laws.” Laws are 


adopted by good people but enforced on others. However, since some people 


are willing and able to break these laws without being detected by the human 


legal systems, they are constantly reminded that their actions are monitored by 


the One who ‘hears the sound of the footsteps of the black ant on the deaf rock at 


the dark night’ (Prophet Mohammas 


One can indeed escape being observed 


by humans, but one cannot dodge divine observation. Therefore, since the laws 


of this world don’t re 


resent a valid disincentive to some, the warning of an 


exact and just ruling in the hereafter when the time for repentance has already 


nts an added control on undesired behaviour. Still, though, it is 


passed repr 


important to make another obvious statement here: a non-believer is certainly 


exempt from this deterrent simply because they don’t believe that such a time 


the hereafter — will be 


The extende 


‘of the three di 


accountability dimension profoundly affects the execution 


ne nd benefits, 


since it forces marketers to see them from an entirely new perspective, as will 


be demonstrated in the following sections. 


Extended Accountability and Sellers’ Promises 


A promise is ‘an undertaking or assurance given by one person to another 


agreeing or guaranteeing to do or give something, or not to do or give 


somethii 


in the future’ (Thefreedictionary 2011), Companies, in their efforts 


npete, seek to attract customers through making promises that ai 


sometimes hard to fulfil and sometimes even without any real intention of 


fulfilling them. These companies can make customers’ follow-up on promises, 


mer complaints and customer queries extremely difficult to the point 
where customers question the feasibility of any action they might undertake to 


nies to deliver on thei 


get com promises. Fine prints, misleading advertising, 


terms and conditions and the referral of responsibility for fulfilment 


confusin 


to other parties are among the numerous ways that companies can utilize to 
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dissipate the perceptions created by their own deliberate campaigns about the 
nature of their commitments. As a result, customers are left disgruntled and 
frequently powerless to do much other than to forget that it happened at all 
and move on. Cases against sellers may take up to several years in courts and 
thus can harshly disrupt an angry customer's life's rhythm. Only customers 
with great stamina and perseverance are willing to go along that road, Most 
customers will choose either to do nothing or to simply switch suppliers 


The Islamic standpoint on promises is unswerving; promises have to be 
fulfilled, otherwise they should not be made in the first place. The Prophet said, 


he 
and whoever has one of the following four characteristics will have ome 
characteristic of hypocrisy unless and until he 


Whoever has the following four ( 


racteristics) will be a pure hypocrite 


it up. 


1, Whenever he is entrusted, he betrays 
2. Whenever he speaks, he tells a lie. 


3. Whenever he makes a covenant, he proves treacherous. 


4. Whenever he quarrels, he behaves in @ very imprudent, evil and 


insulting manner, 


Allah, before he asks people to honour their promises, declares to them that 
He ‘... will not fail His promise, but most people do not know’ (Quran 30:6), 
Allah also commends his apostles as truthful: ‘And mention Ismail in the Book: 
surely he was truthful in (his) promise’ (Quran 19:54). Allah describes himself 
as One who doesn’t fail a promise and He praises his apostles as truthful, and 
concludes by asking the rest of the people to follow suit. For exa 
that it is not enough for Mustims to face Mecca and pray. being a Muslim is 
certainly more than directions and places: 


ple, He states 


righteousness is this that one should believe in Allah and the last day 


id the angels and the Book and the prophets, and gtve away wealth 


out of love for Him to the near of kin and the orphans and the needy 
and the wayfarer and the beggars and for (the emancipation of) the 


captives, and keep up prayer and pay the poor-rate; and the performers 


of their promise when they make a promise, and the patient in distress 


li es, regardless of 
For example, the pr 

time BC according to A\ 
On led to keep his 
\ vs the sti 
king him for charit 
nat he should retur 
nised but he was told that 
fi When he returned 
ke his p ect dates. f 
: J them. Only the 
that Argoob was only 
omises are realistic and 
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5. Customers must be fully informed of what they are buying; nothing 
that could affect their decision is to be concealed from them. Total 
transparency must be strictly adhered to; if a seller has something 
to hide then he shouldn't be trading, 


General Implications for Businesses 


Islam does not tolerate deceptive promotional behaviours. It clearly denounces 


all kinds of false assertion, unfounded accusation, concoction and false 


testimony (Quran 43:19). Thus, it is unethical for a sales organization to over 
praise its products or to attribute to them non-existent qualities, Within the 
Islamic ethical framework, creating false impressions as a means to promote 
an offering is prohibited, In general, this framework is built on several rules 
including (Chachi and Latiff 2008) 


1. Rejection of high-pressure manipulations or misleading sales tactics 
To use models with pretty hair to give the impression that their 
hair is looking good because of the shampoo they are advertising 
is deception according to Islam. Such promotional campaigns drive 
some women to go to extremes to have hair like that in the adverts, 


Many other women are made to feel bad about themselves because 


they know they will never have hair that looks like the hair in these 
adverts. Exploiting the basic instinet of consumers with a view to 
gain profits and greater market share is not an activity a Muslim 
marketer will engage in. 


2. Avoidance of sales promotions that use deception. To use healthy 

children in advertisement directed at other children when 
ducts such as fast foods, fizzy 
eth 
impression that their good health is a result of consuming these 


promoting potentially harmful px 


drinks, unhealthy snacks and other products to gi 


products, or to hint to unsuspecting parents that allowing kids to 
consume them is good parenting, is Haram. The truth and nothing 
but the truth is the first commandment of Islamic promotions, 
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Avoida 


There is no such thi 


products that are considered Haram 


¢ of promotin 


an Islamic promotion for alcohol, pork, 


sex, music, narcotics xicants 


Avoidance of using certain appeals such as sexual, emotional, fear, 


and so on. For ¢ 


mple, the com 


non practice of using women in 


to promote cars in car shows in Wester culture is totally 


OU! Islam. 


Advocating consumption worship, Muslims are 


a form 
ommanded to show that Allah has provided them. Muslims 


are ordered to look their best whe 


ver possible 


Adhering to this command is considered a good deed. ‘Allah loves 


to see the signs of His blessings on his servant’ (Hadith) 


Avoidance of the provocation res and acknowledging that 


certain desires will never be fulfilled regardless of one’s wealth, ‘If 


the son of Adam had money equal to a valley, then he will wish for 


another similar to it, for nothing can satisty the eye of Ad 


except dust. And Allah forgives him who repents to Him’ (Hadith). 


Advocating moderation in consumption. Promotions must not 


encourage extravagance or over-consumption. "Food for one is 


enough for two and food for two is enough for four’ (Hadith) 


transparency. A customer must be informed of 
ting. Mark 


whether obvious or hidden, Acting otherwise is to act fraudulently 


what close all faults in their goods, 


All known defects which cannot be seen and cannot be found out 


by the purchaser must be disclosed. Only true documents which 


reveal accurate specification change hands. 


Avoidance of p 


at could lead to the long-term mental 


of physical deterioration or contribute to the dullness of the mind. 


e use of fantasy, the use ol 


stive language and 


ng. as objects to 


nd attract customers are all activities that a Muslim marketer 


nid. 
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Implications for Advertising 


Use males, not females, 


Use cartoons and animations, not humans, 


Use natural objects sui andseapes, animals, birds, and so on, 


not humans. 


Use conforming backgrounds, not rebellious ones 


Use quiet Islamic music, not loud Western music. No rock and roll 


and no rap. 
Use optimistic music and settings. no blues. 


Make no reference to sexuality, nudity, indulgence, hatred or 


Utilize Islamic TV and 


io channels, not the all-dancing all 


singing 


Empha 


ize modesty and respect. 


Use green and white, avoid black and blue. Black is associated with 


mourning, darkness and loss of guidance while blue is described as 


the colour of the wrongdoers in the Day of Judgement 


Implications for Sales Promotions 


The person offering the prot 


Muslim, especially in the case o! 


Muslims go shopping in families so make sure to give to all not just 


some of the family members, Especially when it isa taste promotion 


Have a promotion after prayers, not before. Muslims usually avoid 


cating immediately before prayers because Islam encourages them 


rushir . do not have enough time to tast 
honk f ; hldren wil 
eve . wt th 
f 4 not rely on othe Muslims will 
Implications for Telemarketing 


le arketers who follow the policy of ‘Knock and 
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You Shall Receive’ will soon find the police knocking on their own 


doors, in addition to getting an immediate unsympathetic response. 


3. Do not call between Zuhur (noon) and Asr (afternoon) prayers 
Muslims in many countries have a habit of napping within that 
time period 


Implications for Public Relations 


1. Celebrate real people and avoid showbiz celebrities. Although 


many Muslims can hardly be described as observant, the ma 


are not into showbiz. Do not be fooled by the noise made by the 
huge number of satellite TV stations in the Muslim world, they 
live in their own wonderland. Showbiz ~ especially if women are 
involved ~ is considered in many Muslim cultures as a domain for 


particular social class that doesn’t gain much respect within the 


society as a who 
n, but it portrays t 


Involving them in activities might crea 


commoti 


» company as disrespectful of the 


religion and the culture 


The people involved in the activity must be from th 
like them. Ther 


population, dressing, talking and behaviny 


many implied local rules of behaviour which an outsider could 


easily miss and thus turn the public relations event into a disaster 


instead of a success 


3. Being charitable is greatly glorified in Islam. A company that is seen 


to be genuinely engaged in voluntary and real charitable activities 


will win the hearts of the Muslim consumers who are reminded 


several times a day in their prayers about the importance of alms 


donations and other forms of selfless acts 


Conclusion 


Islamic business ethics imply that accurate product information should be 


provided when a good is sold as well as in the associated advertising and 


marketing literature. Advertisements sh 


id not offend Islamic values. For 


example, the use of scantily dressed women for product promotion would 
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Islamic Logistics (Halal Logistics) 


Learning Objectives 


After reading this chapter, yo 


Understand the 
tics 
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Maintaining Halal Integrity in Al Islami 


Recognized as one of the top 40 Arab brands by Forbes magazine, Al Islami 
foods is a regional Halal brand, a private company based in the UAE (United 
Arab Emirates) and a top Middle Eastern food producer that has been operating 
in the Halal industry since 1981. The company’s pursuit of its mission of raising 
the profile and standard of Halal food helped it get many awards including 
the Best Halal Food award given by the UAE's Superbrands Council at the 2010 


UA 


jugural Gulfood Awards. The company was also voted a Super Brand in the 
E in the same year 


Al Islami’s business is being continuously diversified as the company 
enters into new businesses building on its strength in the food industry. Its 
portfolio currently includes several well-known names such as Al Islami Foods 
International, Al Islami Foods UAE, the fast-food restaurant chain Al Faro) 
Fresh, the food kiosk Al Islami Cart and Al Islami Meat Shops where customers 
can find fresh chicken, mutton, lamb and beef. The company also has a dry food 
product line where Al Islami tuna, beans, honey and dates are sold (Mansoor 
2010), 


In addition to being one of the first Halal brands in the Muslim world, 
Al Islami’s success is attributed to other factors such as its innovation in the 
Halal food industry, strict qu 


ity assut 


ince and world-class supply chain and 
Halal integrity and Halal branding of its 


resources that allow it to maintain th 


In particular, the company gives special attention to process supervision 
over its supply chains in order to maintain the Halal integrity of its products, The 
company monitors and controls the entire supply chain processes starting from 
production, storage and transportation, to supervising local suppliers where 
products are sourced. According to Hasan Rimawi, chief technical officer at Al 
Islami Foods, the company’s approach to Halalization includes a Halal supply 
chain that spans ‘everything from the procurement and preparation of genuine 
Halal ingredients to the manufacturing and delivery of the final product all 
the way to customer shelves.’ Such an approach to Halal assurance means that 
strong relationships needed to be forged with channel partners to ensure that 
each product is manufactured to the highest quality standards and is not mixed 
with any non-Halal ingredients, such as alcoholic or park-related products, 
throughout the entire chain. This also includes taking suitable measures in 
other areas of the logistics process, such as transporting Halal-fed animals to 
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slaughterhouses or when shipping chilled or frozen Halal meat in 
shipping containers (Khan 2009). 


Introduction 


Many countries in the world, both Muslim and non-Muslim, are making 
substantial investments to become regional Halal hubs that provide special 
manufacturing centres as well as systems for Hala! logistics in order to maintain 
product purity during shipping and storage. These Halal market-supply chains 
are changing manufacturing in m 
For example, Brazilian suppliers have built Halal chickerr-staughtering facilities 
to cater to the needs of Islamic countries such as Saudia Arabia. New Zealand, 
the world’s biggest exporter of Halal lamb, continues to host delegations from 


ny countries, most of which are non-Muslim. 


Muslim countries to ensure the Halal integrity of its exports to Islamic markets, 
The Netherlands, through its Halal hub in Rotterdam port, has built Halal 
warehouses so that imported Halal goods are stored away from Haram products 
such as pork of alcohol. By expanding its conn 
Malaysia, the Netherlands is planning to maximize Rotterdam’s role as Europe's 
biggest port. Domino's Pizza now sources Halal pepperoni from Malaysia for 
its Halal pizzas. Finally, a hypermarket run by the French Carrefour at the Mid 
Valley Megamall in Kuala Lumpur implements a very elaborate Halal process 
to keep Halal foods separate. In that hypermarket, goods that divide Islamic 
scholars on whether they are Halal or Haram are coded with green stickers to 


tions to the Halal hubs in 


alert customers to their Shariah-comp| 


we status. Clearly Haram goods such 
‘as those containing alcohol, pork or tobacco are 


solated in a glass room at 
the back of the store, hidden away from the majority of the store's customers, 
Further, these Haram products are handled by staff wearing designated blue 
gloves and sealed in airtight pink plastic wrapping after purchase, in order to 
avoid contaminating the main store (Power and Abdullah 2009), 


It is important to understand that the Halal industry no longer stops at 
production. Shipping and stora 
positioning themselves as champions in Ha 


companies from Malaysia to Rotterdam are 


Jal logistics. For example, Malaysia's 
national shipping company’s (MISC) weekly Halal Express Service is a liner 
launched to carry Halal beef from Australia and New Zealand to the Middle 
East and sometimes beyond. The company also operates a Halal logistics hub 
near Kuala Lumpur, which has cold-storage facilities, sterilization units and a 
Jab to test products to ensure they are Halal (Power and Gatsiounis 2007). 


As exe 
Islamic 
reality ¢ 
logistis 
tr 

foll 

p bein 
Th 


{ production where 
in asa whole, | 
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businesses dealing with this emotional and religious Muslim market led by its 
young to build a documented reputation that the various stages leading to the 
final production and delivery of the product are Shariah-compliant 


Communicating the fact that a company’s entire logistics are compliant 
might even be more important than declaring that the final product is Halal, 
which is usually no more than stating the obvious since such a product would 
not be targeted at Muslim consumers if was Haram in the first place. Although 
the ext 


sion of the contents of marketing campaigns are still at an early stage, 


some companies have already began utilizing some of their logistical activities 
as a differentiating factor that sets them apart from other players in the Halal 
market. For example some TV advertisements targeting Muslims now include 


short videos of cle 


i factories, well-dressed workers, sunny green fields, 


‘happy’ farm animals transported in cruise-like ships or flown in business class 


Although the use of logistics as a source of competitive advantage remains 
in its infancy as far as the Isla 


nic market is concerned, it is already making a 


difference in the way market 


ing campaigns are being carried out; it is acting as 
an eye-opener in the field. Other compani 
no option but to follow suit and 
key ingredient in the near-future marketing practice of companies targeting the 
Muslim consumer. These compan ing that Hala! is losing, 


its position as a core selling concept because all competitors in the market are 


who have not done so yet will hat 


Js force an upgrade in the use of logistics as a 


es are already reali: 


operating, under its banner and thus making it a core requirement rather than 


a differentiating factor 


Halal Hubs and Halal Logistics 


Governn 


ents around the world are increasingly realizing the importance 
of Halal logistics to the establishment of a Halal industry that can compete 
successfully within the sophisticated Halal market. Some of these governments 
are investing substantially to create what is called Halal hubs where tailor- 
made manufacturing centres and Halal logistics ensure that product purity is 
maintained during shipping, handling and storage. So far, the most influential 
players in the field of Islamic or Halal logistics are Brazil, New Zealand and the 
Netherlands - obviously the three are not countries with dominant Muslim 
populations, 


gthening their capabili 


aysia, Dubai and Turkey. The advantage 
.sallow’s them to link the regions where 


ncentrated: South East Asia and Australia, 


veloped Halal 


stics and proximity to Australia and 
1 its 


e lies in its massive shipping abilities 


nd West. Turkey on the other hand, 


is building on its potential to be a centre for the development of Hi 


as well as its newly discovered 


European Union (EU) is already working on a project that would 


allow the issue of icate food, the Organizatic 
Conference (OIC re than 50 mostly Islamic states, | 
determined Halal industry within the Muslim 


world = that is 


wr gains in the field, Although the 
OIC's perspective on ensuri minance aver the Halal industry as a whole 


ems legitimate from a purely business justification, it nonetheless contradicts 


0 ands that a job should be 

who ean »peal xcel in the development of Halal 

to ind no efforts should be made 

to undern ¢ ics the development of Halal | is 

bette re it doesn’t ma uch who develops it, Of 

course it would be more i with the faith if Muslims did that first; that is, if 

they are to do that. Otherwise, the progress towards Halal logistics should not 
be delayed because of Se hi Id be leading it. 

Halal Ports 
\ central theme in. logistics is the establishment of Halal parts where Halal 


es are provide 


nang Port 


ROTTERDAM PORT 


yecome th try for 5 into the EU and working 
th ot ies such as Hecny group, Eurofrigo, and 
the port a falal supply chain solutions and 
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dedicated Halal warehousing and a distribution zone in the Netherlands, The 
port authority has also commissioned the Halal Audit Company (HAC) to draw 
up a Halal logistics handbook. The port was first officially recognized as Halal 
in 2009 and a Halal certificate was awarded. The certification made Rotterdam 
the first European port where products are handled and distributed according 
to Islamic laws. The port has nonetheless been working since 2006 to become a 
distribution centre for Halal products imported into the European market from 
Indonesia and Malaysia. 


PENANG PORT 


Following on the footsteps of Rotterdam port, Penang port is preparing itself to 
be the top Halal business hub in Asia. The Penang State Government established 
an agency named Penang International Halal Hub (PIHH) to oversee the 
coordination, facilitation, promotion and development of Halal industries in 
the state of Penang in Malaysia. The agency is to be positioned as a link between 
Investors, suppliers and the global Halal market. 


Penang Port, which is progressively being expanded into a mainly Halal 
port, following the demand for Halal shipments, takes advantage of the 
‘opportunities provided by the Halal industry in southern Thailand, which is 
currently exporting through Bangkok, an aspirant Halal hub itself. The port 
is also planning to tap into the larger Halal growth triangle encompassing 
Indonesia, Malaysia and Thailand, 


‘The Halal port in Penang, which is similar to Rotterdam’s Halal port, has 
cold-room facilities, storage areas and other related facilities to store and handle 
Halal products. Both ports are developing standard operating procedures, 
promoting a so called ‘Halal Super Highway’, and engaged in projects on Halal 
shipments between Malaysia and the Netherlands. They are also establishing a 
direct liner service between both countries, 


Requirements of Halal Logistics 


According to Marco Tieman, chief executive officer of LBB Teams, ‘Halal 
logistics can be defined as the process of managing the procurement, movement, 
storage and handling of materials, parts, livestock and semi-finished inventory, 
both food and non-food, through the organization and the supply chain in 
compliance with the principles of the Shariah law’ (2009). As such, the Halal 


the organ n and provision of integrated and 
s ans| g, storage, cold 
icka est labs, y, networking infrastructure 
ts: € g act perceptual Shariah-compliance. They 


More spe okay F nt supply chain is the 
porceptions of Muslim con: 1 nly chain dow 
uch a separation, f products could mix together at an 
Requirements of Halal Logistics 
THE PREVENTION OF ACTUAL CONTAMINATION 
through ha ica port vice that transports noth 
ontainerization and pa handled wr) 
by sepa ent and i fitisnota 
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ASSURANCE TO CONSUMERS 


The Halal logistics facilities discussed above are not sufficient themselves to 
create the perception of Halal logistical operations; they need to be augmented 
by a multitude of other related services. These include: 


1. Providing easy access to advanced test labs that can give accurate 
and speedy results on the type and permissibility of all of the 
ingredients, both declared and hidden, that are used in the 


anufactt 


ing of the product. An important element in here is that 
of forging linkages with Halal research centres around the world to 


allow investors to leverage on for product and process innova 


and improvement. 


Prep: 
manufacturing, handling, and movement 


ring records that show all activities and stages of product 


nd making these records 


available to both public and private businesses and consumers. 


These records should allow comprehensive product traceability 


consumers and other interested parties would be able to trace the 


product back to rly stage in its production and to reveal 


its individual ingredients. Providers of Halal logistics will also need 


very 


toon 
enable them te 
their pack 
These can provide enhanced traceability and link to the global 


Wwareness among exporters on the hub’s Halal facilities to 
4 from, 


te 


race where the raw materials were obtai 


y used to transport the products, 


ging, and the compa 
market 


3. Bui 
companies in ¢ 


ding an enhanced networking infrastructure that assists 


snizing networks of suppliers and manufacturers 


where involved businesses and consumers can source high-quality 
Halal ingredients and raw materials and form relations that ease the 
conduct of their Halal by 
tions. In addition to databases on Halal providers 


pess and allow them to engage in more 


profitable ope 
and consumers which enab 


locate each others, Halal logistics providers need to provide or be 


¢ both businesses and consumers can 


in close proximity to supporting facilities such as mosques, Islamic 
hotel and catering services and gender-based sports and other 


facilities 


Providing Islamic financial services that cater specifically to the needs 


of the parties involved in Halal logistics would indeed add to the image of 


the Halal supply chain and the product involved as being Shariah-compliant. 


Islamic banking, insu: should be available to the 


Halal logistics partners, in addition to the availability of international financial 


institutions and offshore banking facilities. 


Finally, in logistics it is important not to ignore the 


psychological ¢ 3 Halal product is an extended concept, not 


just the core and a loaf of bread or a glass of milk. So far, 


ing, the 1 consumer seem to neglect 
this dimension w 


Hal 


ver increasing importance since the word 


alone is be by sellers to promot 


their products. Halal as 


ription i tinguishing factor it used to be, at least not 


Conclusion 


Sellers are coming, to realize that carrying non-Halal items on their shelves 


limits their market reach since Muslims will be discouraged from dealing with 
them. In addition, offering both Haram and Halal products will result in extra 
costs because separate facilities and operations need to be organized, Going 


Halal, nonetheless, is not as straightforward of as easy as it might seem because 


he complexities of the Ha xtend much further than 
r i roduce. To be at the top of the Halal logistic 


Overcoming these complexities and engaging with Halal, although challenging, 


represents an unprecedented opportunity for companies looking for growth 


al markets, which are losing their appeal due 


nly to saturation and maturity 


and losers will be determined. The acti 


logistics are 


numerous and thus have the potential to provide ambitious players in the field 
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with ample opportunities to diffe 
crowds scrambling to sn 


tiate themselves and stand out from the 


tch a piece of this vas! 


arket. These activities begin 


en before ploughing the earth and continue through to actual consumption 
and recycling, Indeed, a competitive advantage can be built around each single 
activity along a company’s supply chain; it is here where battles ov 


he 


dominance of Islamic markets will be fought so companies must be prepared 


Key Terms: 


* Halal integrity 
+ Islamic logistics 

* Hala logistics 

* Halal supply chains 

+ Shariah-compliant supply chain 
* Procurement 

+ Valueadded services 

* Traceability 

+ Cross-contamination 

* High-quality Halal ingredients 
* Competitive advantage 

* Islamic ports 
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PART 3 
Issues in Islamic 
Marketing 


Muslim Consumer Behaviour 


Learning Objectives 


After reading this chapter, you should be able to understand: 


Common demog: 


world Muslim popul 


Introduction 


n Isla ea early influence the choices of 
Muslim parable to Kosher in Judaism) 
affect e Muslin the decisis what 
tu 1 t 4 place of the sale; the promotional 
aS 4 wit ins, mark-ups and 
agredients, T c also subject to the central Islamic concept of ‘no 
arm’ wh ang x tions that cause hart 
to the ear ‘ i nans, trees and animals, s¢ 
SE tis >¢ in violation of 
m in N . ingly becoming aware of the 
The stud Mu: ou » of interest that 
radually becor mic and . sfessionals, While 
ade fort appeal of pioneering, scientific 
jeveme a are more practical in nature 
In M 1 key clement in the formation of 
their identity, an ¢ re and observant of the requirement 
af eli 1 cal nallenges for international 
market tl their marketi npaigr 
ions an q ing them by new rules and ofter 
new unt t haracterized by transformed world 
arket , lig ead of rational consumer 
ehaviou 
\e i ter introd 
ds a 
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country of origin and its effect on their decisions are explained, and shared 
demographic attributes among the world Muslim populations are presented. 


Who is the Muslim Consumer? 


The Islamic market is composed of Muslim and non-Muslim consumers~ please 
refer to Chapter 2 for details on Islamic markets. These two distinct categories of 
consumers differ significantly on several issues such as size, location, motives, 


buying behaviour and consumption patterns. A clear distinction between them 


is necessary for planning and executing the firm's marketing strategy in the 


Islamic market. 


The definition of the Muslim consumer is not as straight forward as it might 
seem. Being a Muslim by birth does not necessarily signify that a person does 
actually search for, adopt or consume products that are Shariah-compliant. It 


is a well-known fact that some Muslims consume alcohol, dine at restaurants 


that don’t serve Halal food and arrange their finances through conventional 
rather than Islamic banking. Nonetheless, while the weakened conventional 


banks have survived so far and continue to this day to provide their services 


toa diminishing segment of non-observing Muslims, it is very difficult to find 
Haramt fast-moving consumer goods (FMCGs) on supermarket shelves withi 

4 Muslim community, However, if they m 
tend not to go public about it due to the n 
use, which could harm their reputation within the community and in many 


found, those who consume th 


sive cultural press 


res against their 


cases lead to social rejection. It is a very common practice in Arab societies for 


women to refuse to marry men who are known to drink alcohol, entertain at 


night clubs or work in conventional banks. 
CULTURE-COMPLIANT MUSLIMS 


Consuming non-Shariah-compliant products is a complicated and serious 
concern to those Muslims who consume them, due to the stigma that surrounds 
the consumption of these products, To illustrate, Muslims who drink alcoholic 
beverages tend to be very secretive about that fact and go to great lengths to 
avoid being detected by the society. A common behaviour in wine consumption 
among its Muslim consumer base is to buy it from stores at times during the 
day or the week when the market is least crowded, use unmarked bags and 
boxes to conceal it. and remain seated in their cars behind tinted glass, wearing 
large black sunglasses that cover much of the face and waiting for the delivery 
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person to bring the wine to the car. When a person consumes alcohol sometimes 
Jess that person gets too deep 


nceal it will do any good. This 


even his own family doesn’t know about it, u 


nd no efforts 


into alcohol consumption 


kind of a consumer can be called a culture 


compliant rather than a Shariah- 
compliant Muslim because their main concern in consumption is how they will 
be looked at by the 
The non-Shariah-compliant products they seek are hard to find in an Islamic 


society, not the violation of the teachings of their religion. 
society anyway 
SHARIAH-COMPLIANT MUSLIMS 


Shariah-compliant Muslims are those Muslims who are aware of the teachings 


of the religion of Islam relating to what to consume, what not to consume, how 


to consume it and when and where to consume it and they mostly adhere to 


the ngs. They represent the vast majority of Muslims worldwide, both 


in Islamic countries and in non-Islamic countries, and the products they seek 


most identical to those sought by the Western consumer, provided that 


these are Shariah-compliant. 


It is this massive segment of the Muslim consumer market that multi 


Js (MNCs) are pursuing. This pursuit is being approached by MNCs 


in a most peculiar way; in their efforts to sr 
MNCs are actually maki 


$ among Muslims everywhere and, through their well-articulated 


tch a portion of the Islamic cake, 


slims more observant! They are creating Halal 


.eting campaigns, forcing the Halal brand to be included on all sorts of 


products, even within Islamic markets which have historically never disputed 


the nature of the products available in their home markets and produced by 
their countrymen. It was always taken for granted that such products were 
Halal 


which in turn turns ¢ 


These companies are vigorously driving Halal onto supermarket shelves, 
juction lines. In effect, MNCs 


heir own pre 


e bringing 
Muslims closer to their God and in return Muslims are 


creasing the wealth 
of these companies’ shareholders. It is a win-win situation for both parties; for 


multinationals th 


feration of Halal is big business, for Muslims consuming 
Halal is worship. 


However, whether they both see it that way is another matter. If these 
companies could get this same message to Muslims, their chances of success 


among Muslims would increase greatly. Co 


municating this message 
effectively means that the existent historic, cultural and religious barriers 
separating MNCs and other aspiring firms from their target Muslim masses 
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could be overcome through creating a religious-like image, a halo or positive 
image of these firms and reducing the tendency among Muslims to be 
suspicious of their operations. Although there is no guaranteed method of 
success in markets, Muslim or otherwise, the best strategy to use in Muslim 
markets is to support the aspirations of the Muslims’ community leaders and 
followers to create better Muslims, i.e, more observant and benevolent 


Finally, selling products based on the Halal aspect alone will serve 
companies well in the short to medium run and as long as the number of 
‘competitors in that market remains relatively small. After that, Halal becomes 
only a core requirement oF a qualifier but not a seller. Hopeful firms must link 
themselves more closely to the faith of the Muslim consumer in the long run 
if they wish to retain their precious and highly rewarding advantage in the 
attractive Islamic market. 


The Non-Muslim Consumer 


In order to understand who is a Muslim consumer one must first understand 
who is a non-Muslim consumer. Since no definitions have been provided in this 
regard before, at least not from a business of academic perspective, we tried in 
this book to present a definition that is both simple to understand, meaningful, 
culturally sensitive and thorough. After considering several alternatives and 
variables, it was decided that the definition that will be used throughout this 
book must include three different dimension; faith, brand and product. As a 


result, non-Muslim consumers have been defined as those who (a) adhere to 
faiths other than Islam, (b) buy products that are certified and labelled Halal 
and/or (c) buy products that are known to be associated with Islamic countries 


(A) ADHERING TO FAITHS OTHER THAN ISLAM 


This means three quarters of the world population or more than 4 billion 
consumers, The most likely non-Muslim consumers to patronize Islamic 
products are those who live in or near Muslim communities, or work or study 
with Musiim colleagues. For example, although the huge number of Muslims in 
India represent only a minority, most meat vendors in India today are Muslims 
and Halal is what they vend. Non-Muslim customers of Halal in India include 
the Indian Army, as well as many government institutions. Although the choice 


to buy Halal clearly suits the Muslim consumers serving in these institutions, 
it also makes business sense given the large number of Halal suppliers and the 


(B) BUYING PR 


ODUCTS THAT ARE CERTIFIED AND LABELLED HALAL 


bel, remain difficult to find outside 
{ their number is very limited when 
available on supermarkets’ shelve 
45 that are understood to be Hala 

eat prepared at the local Halal 


ture of these product 


P h usual yw the Halal 
« product re are Halal 
akistan, Indian, Bengali or 
ritten in both Arabic (2%) and 
r language in an ethnical 
ativel ject consumer 
erceived to be culturally insensitive 
" amers, Islamic busine 
pts as a way to appeal to all 


hough some non-Muslim 
all Muslims have at least 
of Arabic seript sin 


Arabic language and all Islamic 
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3, _Exoticness and ethnic. The Arabic script is noticeably different than 
the Roman script. which adds a touch of exotieness to the business 
as well as signalling that the products are also ethnic 


4. Visual recognition, The Arabic script will help a business achieve 
better visual recognition, especially if the neighbouring businesses 
do not display the Halal sign 


(C) BUYING PRODUCTS THAT ARE KNOWN TO BE ASSOCIATED 
WITH ISLAMIC COUNTRIES PROVIDED THAT THEY ARE SHARIAH: 
COMPLIANT 


It is taken for granted that products such as hummus, dates, couscous, falafel, 
etc. which originate from Islamic countries are generally Halal. However, a 
caution should be noted here in relation to the new Islamic states in Europe that 
are just discovering their Islamic identities. These newly Islamized countries 
have been under communist rule for such a long time that their citizens have 
forgotten many of the basic concepts of Islam. Although thos 
keen to relearn about their religic 
c their religious knowledge in 


citize 


they still have sometime before they can 


transform and incorpora 


business practices 


Motives Underlying Muslim Consumer's Decisions’ 


There are three factors driving the economic behaviour of Muslims: be 
the Day of Judgement and the hereafter, success and riches. 


1. Believin, 
time horizon of Muslims beyond death and closely interrelates life 
before and after death. This creates two effects as far as © 
behaviour is concerned. First, the ¢ 


in the Day of Judgement and the life hereafter extends the 


nsumers’ 


ome of a choice of action is 


composed of its immediate effect in this life 


and its later effect in t 
life to come. Therefore, the utility derived from such a choice is the 


total of the present value of these two effects. Second, the number of 
alternative uses of one’s income is increased by the inclusion of all 
the benefits that would be gained only in the hereafter. Examples of 


1 This part of 
‘consumer behavior in an Isla 


he book is adapted from Monzer Kalt's chapter: ‘A contribution to the theory a 
Khurshid Ahmad 
(eddah, Saudi Arabia International Center for Research ix islamic Economics, King Abdul 


Azia University, and Markfield, UK: Islamic Foundation, 1979) 


fe society." In Studie in Islamic Eamornes 
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such alternative uses are interest-free lending, charity, securing of 


animal welfare and t of future generations, improvement 


of commu this has no immediate benefit for the 


individual, promotior rpetuation of goodness, etc. These 


and F 
uses of income are excluded from Max Weber's theory of rationality 


anless they have some immediate utility. Thus many alternative 


1ses of one’s income may have positive utility in the Islamic culture 


whereas their util lization may be 


y benelits in the capitalist ration 


Succ .ed in Islam in terms of the ‘consent of Allah’ and not 


n those ation of wealth. Virtue, righte 
the fulfilment of the servanthood to Allah are key to His consent 


Virtue and righteousness can be achieved through good actions 


and purification of human behaviour from evil and vice. Ser 
and obedience to Allah may be rendered by the positive use of 
human capabilities and resources, given by Allah, This includes 


the full use and exploitation of everything given to mankind by 


Allah. According, 


» the teachings of Islam, if a man really want 
to serve Allah, the utilization of the natural and human resources 
ailable 


4 privilege but also a duty and 


aterial progress and 


pertect ves moral values in Islam, Abstention 


and witha: nt and satisfaction from material 


mic doctrines. Efficiency 


life is in direct oppe 


value of time are cor made alive in human consciousness by 


the religion of Islam. After all, Islam urges and requires p 


aple to 


spend part of their tin the remembrance of Allah, the 


»wement of spiritual and moral surroundings, the propagation 


of virtue and All this can only be done if part of 


human resources can be spared and liberated from the pursuit of 
sumption 
3. ‘The concept of wealth and income (Arabic: Mal) is unique in Islam. 


ome, is a bounty from Allah; 


spe to the poor, it is also and 
‘ 
ociated with disbelief and 


a tool that may be F good 


sidered a gift from Allah. Since riches are a bounty 


must be used for the benefit and satisfaction of 
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human wants. This is an implication of humble service to Allah. 
The Prophet said, ‘Verily, Allah likes to see the trace of His bounty 
on His servant’ 


4. Finally, since Ma! is a tool to buy goods and services which bring 
about satisfaction, it should be spent for that purpose and not 
hoarded. The concept of real income appears in another saying 
where real income is defined as the total of what is used for the 
purchase of goods and services that produce immediate satisfaction 
in this life plus that which is given away for causes that enrich one’s 
life after. 


In the light of these three principles, consumer behaviour in Islam can be 
cribed as a maximization of success (Arabic: Falah). Success may be defined, 


de 
in the narrow sense, corresponding with consumer choice, as the level of 
obedience to Allah derived from the satisfaction of one’s material wants and 
the exhibition of the effect of Allah’s bounty by extracting enjoyment of the 
‘Mal given by Allah, and the enrichment of one’s life after. The maximization 
of the consumer's success is subject to an income constraint determined by the 
level of spendable income. The latter is defined as total income minus planned 
change in wealth. 


The exhibition of the trace of Allah's bounty affects the consumer's 
behaviour by raising the proportion of final spending to income because it 
implies 
life int 
income, final spending in the Muslim household is expected to be 
in the non-Muslim family 


N increase in spending on material wants and/or enrichment of one’s 


e hereafter at each level of income. Consequently, at each leve 


igher than 


Serving the Modern Muslim Consumer 


Businesses, allured by the grand potential of the Islamic market, are studying, 
how to serve the moder Muslim consumer who is attracted to the glamorous 
Western lifestyles, yet observes the teachings of his/her religion. These 
consumers are looking for companies that will provide products and services 
that could help them lead their own glamorous Shariah-compliant lifestyle, 
they want brands that speak to them (Power and Abdullah 2009), 


OF ISLAMIC MARKETING 


Muslim consumers in general are following their Western counterparts 


Those consumers are well aware of this fact; it is deeply rooted in their psyche 


since the Prophet of Islam told them: ‘You shall follow the paths of those 


who came before you, even if they entered a ruined hole of a desert monitor 


(Agama) you shall enter it behind them. The companions of the Prophet asked: 


[you mean] the Jews and the Christian? He said: who else?’ Admiring th 


Western lifestyle is seen by Mus hecy. Such a prophecy is being 


translated into business opportunities by leading multinationals that seek to 


provide Islamic versions of mainstream Western products and services such as 


fast food, gyms and h hotels, to mention only a few, These businesses are 


allowing, Muslims to express their n 


igious principles through helping them 


ic roots by what they eat, wear and 


buying Islamic; connecting to their Is! 


play. For example 


nsumed by Muslims are now competing 


in addition to an array of foods that have 


only recently entered the Muslim menu. KEC, Pizza Hut, Dominos, Dunkin 


Donuts and Subway chains have hundreds of Halal franchises across most 


Muslim countries. Moreover, Muslim travellers want luxurious hotels whose 


nts do not behave and dress provocatively, places where they can go to 


h 2009), These and other 


with their families (Power and Abdi nands 
from Mu: 


market based 


im consumers are a sign of the new Islamic « 


nsumption identity, & 


ligious-compliant per 


The Behavior of Muslim Consumers 


In this section specific dimensions describing the various aspects of the Muslim 


consumers’ consumption patterns will be discussed and analyzed from 
the perspective of the religion of Islam, which, as explained earlier, plays a 
considerable role in the consumption decisions of Muslim consumers, from 
financing a ¢ arranging a house mortgage to having a light afternoon 


nack. Although to Muslims the rules concerning what, how and when to 


wir daily life, a ight a non-Muslim might see them 


onsume are part of 


e's choices of consumption. A careful 
look at them, however, will reveal th 
M 


action of their endless desires and their 


hey are not restrictions but rules of 


consumption designed to o slims’ lives and enable them to strike 


a balance between the rational satis 
d 


higher purposes in life rather than just c 


eds. These rules help Muslims recognize that they are human with 


umers whose existence is justified 


only if they consume. They can be resembled to guideposts that draw the line 


between enough and indulgence 
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Living these rules since birth, at home and in the community, makes living 
outside them clearly difficult. In fact, in the same way non-Muslims wonder 
how a Muslim could live with all of these ‘restrictions’ pertaining to everything 
they do, Muslims wonder how could others live without them, An Irish friend 
‘of mine told me during my PhD years in Dublin about a discussion he had 
with a Muslim student from the Arabian Peninsula about a steak. The Muslim 
student was convinced that Haram steaks smell bad when they are being 
cooked and validated his argument with the common belief among, Muslims 
that animals not slaughtered the Halal way will retain much of their blood, 
which is burned during cooking thus producing a foul odour. My Irish friend, 
in tur, said the steaks smell lovely and she could not find anything bad about 


them, Both were convinced of their rightness on the issue. However, since there 
are no restrictions on food consumption in Catholicism, unlike in Islam, they 
had to go to a Halal restaurant because a Catholic may eat a Halal steak but 
a Muslim may not eat a steak that is not prepared according to the Islamic 
dietary laws. 


What to Consume 


The general rule in Iskam is that Halal is the norm and Harwm is the exception 
However, since more focus is placed on Haram, even by Muslims, it is easily 
forgotten that Haram represents only a negligible fraction of God's overall 


creation. According to Islam, Haram is insignificant in the universe. In fact it 
could be likened to the forbidden tree in Paradise. While Adam and Eve could 
enjoy the infinite bout y were forbidden to eat from one 
particular tree; only ane tree in Paradise was Haram and all the other trees and 
fruits were Halal 


ies of Paradise, t 


Having such a view of Halal and Haram will limit a company’s abilities 


to innovate in the Islamic market because a company will have very limited 
room to manoeuvre at the very tight tip of the iceberg of Islamic consumption. 
The tip of that iceberg includes the three widely known Islamic prohibitions, 
Le,, peohibition of swine and their related products, prohibition of wine and 
its related products and prohibition of interest rates and its related products. 
A company producing or selling goods which may be affected by these 
prohibitions will need to be wary of everything it does, including its process, 
its ingredients and its selling practices, Since there are many restrictions a 
company is always at risk of violating some of them and thus falling victim 


to the massive propaganda machine of the Muslim consumer groups run 
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by emotional, internet-savvy, young Muslims who don’t necessarily hold a 
positive attitude towards We 


ter products and producers. 


The real opportunity for companies is to operate in the unseen part of that 
iceberg, the area of paradise where the infinite bounties are hardly seen by 
competitors, who remain fighting over the one forbidden tree, or the tight tip. 
Natural farming, technology and education, e.g. are much less regulated in 
Islam and it is much easier for a company to position its products as Islamic as 
there is much less risk of violating the Islamic guidelines such as those that exist 
in the dietary section of the Islamic laws. For example, a mobile phone company 
could add special features to its mobiles to appeal to Muslim consumers. 
Such additions might include prayer times, the direction of Mecca, an Islamic 
locator, the Islamic calendar and date, Quran recitations, Islamic songs, Islamic 
media and entertainment, etc. Moreover, a farmer raising cows in the gre 


fields in the Netherlands is at little risk of violating Islamic guidelines since 
both the cow and the field are natural and don’t fall within the three forbidden 


categories. 


To summarize, the consumption of Halal is something that Muslims will 
be rewarded for 


as long as this consumption js in moderation. The Islamic 


rule in this regard is very clear: if a person starves himself needlessly then 
he Is committing a bad deed and thus unless Allah forgives him his deed is 


punishable, Therefore, if « person eats well and maintains his body fit his 


action will be se 
8 
sex, ete 


6 a good deed that is worthy of reward by Allah. The same 


es for the other numerous parts of our lives including 


tertainment, sports, 


Finally, it isimportant to remember that Hala! is the norm, not the exception, 
Le, everything is Halal unless proven it is Haram, This is clearly stated by the 
Prophet: ‘Eat what you feel like and wear what you fee! like, But avoid two 


things: extravagance and arrogance.’ A beautiful perfumed woman who liked 
clothes and making herself beautiful for her husband was seen one day by the 
Prophet's wife in bad shape so she asked her why she had changed. The woman 
said that her husband was among some of the companions of the Prophet who 
dedicated themselves to worship and abstained from women and eating meat, 
fasted the day and stayed awake during the night to warship, and she did not 


want to tempt her husband and make him forgo what he dedicated himself to. 
The wife of the Prophet told him of what some of his companions were doing, 
He went to them and told them that they should not be doing that and that they 
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should eat meat, have intercourse with women, fast and break fast, pray and 
sleep, for that is what he was ordered by Allah. 


How Much to Consume 


‘A Muslim’s proper consumption can best be characterized as moderation in the 
quantity acquired and consumed of that which is deemed Halal. As opposed 
to the prevailing attitude which expects consumption to be maximized, Islam 
gre 

take what is enough 


ly encourages moderate consumption; a Muslim consumer should only 
following Islamic 


ind avoid needless consumption. Th 


teachings clearly set forth the guidelines for the Muslim consumers’ proper 
consumption. 


FOOD CONSUMPTION 
Allah says in the Quran 


Say (O Muhammad): Who has forbidden the adornment with clothes 
given by Alldh, which He d for His slaves, and At-Taiyyibat 
[all kinds of Halal (lawful) things] of food? Say: They are, in the life of 


this world. for 


as prod 


¢ who believe, (and) exclusively for them (believers) 


‘on the Day of Resurrection (the disbelicoers will not share them), 
Thus 
knowledge 


explain the Ayat (Islimic laws) in detail for people who have 
Quran 7:31 


These divine words clearly tell believers that they must not abstain from that 


which Allah has given to them, ie, enjoying food and drink. This enjoyment, 
however, must be within limits that help the Muslim avoid indulgence ye 


gain the benefits. These limits are clarified in the teachings of the Prophet 
Mohammad where He says: ‘A believer eats in one intestine (is satisfied with a 
little food), and a kafir (unbeliever) eats in seven intestines (eats much food) 
and ‘A human has not filled a container worse than his belly. The son of Adam 
should be content with few bites that maintain his strength. But if he must do 
that [eating more than a few bites because he cannot control his cravings] then 
one third [of his stomach] is for his food, one third for his drink, and one third 
for his breath.’ Words that could easily be attributed to a dietician! 


CLOTHES CONSUMPTION 


he Quran: ’C 
i the K 
rbidd 
His slay Qi 
themselves, but again without 


Jy except hands 
na p . 
ver. A ft accom 


your adornment while 


Quran 7:31), and ‘Say (O Muhammad) 
es given by Allah, which He has 
In these two verses from the seventh 


good clothes and to beautify 


. The difference between what is 


f the Prophet 


For women, it is the entire 


arts must never be exposed 


ase of genuine need, e.g, medical 

must be neither see-through nor 

F rage 

of thy ential 

table 

vid jeadly sins: showing off, 
Islam has not prescribed a particul 
not P ed a particula 
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When to Consume 


‘The Muslim consumer is not a non-stop consumption machine and is not set 
on an endless consumption spree, consuming as much as his body and time 
tolerate or, in the process of that consumption, stretching his finances thin and 
wide. A Muslim's consumption is guided by two main factors: the existence of 
anced, and/or the performance of a religious duty or ritual. 


EXISTENCE OF A NEED 


Using Maslow’s hierarchy, humans’ needs range between physical requirements 
that are necessary for an abstract survival to self actualization which comes 
after one has acquired many of the worldly things he or she wished for earlier 
The insistence of these higher needs is not less than the lower needs of food, 
safety and companionship, and people tend to pursue them vigorously. Some 
Muslim scholars add 


higher dimension to the hierarchy of needs and they call 
it the need to believe, or faith. 


The various needs in this hierarchy are widely accepted among scholars 
and apply to people in different ¢ 
allows for certain-specific sensitivities and peculi 


itures, although with some distinction that 
ies to be observed. 


At the lower level of needs, and as far as the basic need for food is 


concemed Islam clearly describes when and how much to eat: ‘We are a nation 


{Muslims} that don’t eat until we become hungry, and if we ea 


. we don't eat 
our fill (Prophet Mohammad). This teaching has been deeply integrated into 
the dining manners of Arab Muslims, especially at banquet invitations from 
family, friends and others. Filling one’s plate at these occasions will raise 
many eyebrows and elicit many quiet yet unfavourable comments. Going for 
a second round is even worse, unless 
help reduce the amount of food consumed a Muslim is encouraged to converse 
when dining. Longer conversations will allow the body to absorb nutrients 


ine is going to get sweets or drinks. To 


from the food and thus reduce cravings and helps a diner feel full with a lesser 
amount of food. 


At the highest level of needs, faith, adherents are also required to practise 
it in moderation in order to avoid extreme practices that could actually have 
negative outcomes. An adherent to Islam could theoretically fast any number 
of days in addition to the Muslim fa 


ig month of Ramadan, could volunteer 
to pray all night long foras many nights he or she wished, and could spend his 
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fortune in charity. However, doing any of these to the extreme is 
reatly disc d by Islam. The Prophet teaches "This religion is made easy 
be defeated.’ This means that Muslims should 
faith; Allah knows ts and tolerances 
gus cle Him or make Him more 
4 extn pod that a Mi wakes up 
ne but g that he stays awake the whole 
event hin attending to his worldly 
e year will weaken him, Spending all of 
his fortune on e end him and his family into poverty. Abstinence 
trom natural desire t y of Islam. The Prophet teaches: ‘But I pray 
and sleep, | fast a akfast, I eat meat, and I marry women and those 
c w my Sunnah [wa jot of me’, ‘The best fasting is tha 

Allah’s Apostle Da aday and ast a day’ and: 

Givi vit F Jjeed in Islam as itis within 
How to Consume 

Islam places special a he social aspect of life. It encourages peoph 
enc people 
to interact and t tog collective actions and 
cooperation bet 5 know one another 
Many af the pureisc s! » instil a community 
sp riday ai ayers and end of hajj) that 
mu rtormed aying in congregation 
with each of J dis sues in a holy place fasting has 
man a ms to fee ta d the agony of 
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the poor and deprived in society and encourages them to extend their hands 
in help towards them. The hajj undoubtedly is the largest religious and social 
convention, bringing millions of people from around the globe into one arena 
to strengthen their ties, develop their skills and exchange ideas and opinions as 
to how to improve their situations. Charity also plays an important social role 
in Islam by causing Muslims to think that they themselves are responsible for 
bridging the gap between the rich and the poor as well as for sharing their own 
wealth with the needy (revertmuslims.com 2009), 


Moreover, although it is clear in Islam that dining alone is perfectly 
acceptable, it is encouraged that people dine in groups for the sake of blessing. 
"The Companions of the Prophet said: Apostle of Allah we eat but we are not 
satisfied. He said: Perhaps you eat separately. They replied: Yes. He said: If you 
gather together at your food and mention Allah's name, you will be blessed in 
it’ To summarize, Islam greatly encourages group activities; the Prophet says 
“Allah's extends his hand in help to the group. 


The Muslim Consumer Demographics 


A comprehensive demographic study of more than 232 countries conducted 
by the Pew Research Center in October 2009 mapped the demographics of the 
Muslim population and found that there are 1.57 billion Muslims around the 
world and on all continents, accounting for almost one in four people, Most 
Muslims are Sunni (87-90 per cent) following the Quran and the Sunnah, ie. 
life of the Prophet Mohammad, while the vast majority of the remainder (10-13 
per cent) are Shi'a. According to the study more than 60 per cent of the Muslim. 
population is in Asia and about 20 per cent is in the Middle East and North 
Africa, The Middle East and North Africa region ~ mostly Arab Muslims - 
has the highest percentage of Muslim-majority countries. But more than 300 
million Muslims, or one-fifth of the Muslim population, live in countries where 
Muslims are a minority group, often quite a large group. India, ¢.g., has the 
third-largest population of Muslims worldwide with 161 million Muslims 
(Lugo 2009), Of the 232 countries and territories included in the Pew Research 
Center study, 50 are Muslim-majority. 


Although it is hard to say that all of these populations are homogeneous, if 
only due to the sheer number alone, it is still possible to draw some common 
characteristics that are shared between most of them due to the nature of the 
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9. Muslims admire Wester lifestyles but they cannot embrace them 
because many of them are seen as being contradictory to the Islamic 
laws. The West is the ultimate destination for Muslim students, the 
preferred holiday destination for wealthy Muslims and the symbol 
‘of quality and honesty for Muslim businessmen, while Western 
medical institutions are the last refuge for Mustims with difficult 
illnesses 


10, Even when some Muslims are not particularly observant they tend 
to trust people who are considered religious. Religic 
the real community leaders among Muslims and they command a 
great deal of power and authority, They are well organized, well 
connected and publicity experts. Their influence shouldn’t be 


ignored by any aspirant firm 


Country-specific and Culture-specific Attitudes of the Muslim 
Consumer 


Muslim consumers are very sensitive to certain consumption patterns and may 
restrict their consumption or refrain from purchasing products or brands that 
are perceived to be associated with specific countries believed to be hosti 
Muslims, which is contrary to the common belief that Muslim consumers are 
generally anti-Western. Muslims have high regard for German products, e.g, 


dexpite Germany being a Western country. This points to a very important fact 
that is usually overlooked when discussing Muslim consumers and that fact is, 
Muslims attitudes are usually country-specific not culture-specific, Muslims 
don’t loathe the West as is commonly stereotyped in literature and media, The 
question that is often asked in some media outlets ~’Why do they {the Muslims] 
hate us [the West]’ — has no answer, simply because they don’t. This distinctive 
attitude by Muslims is actually a core religious teaching stated clearly in the 
Quran; one is not to be held accountable for another's actions, “Say: Shall I seck 
a Jord other than Allah, while He is the Lard of all things? No person earns 


any (sin) except against himself (only), and no bearer of burdens shall bear the 
burden of another. Then unto your Lord is your return, so He will tell you that 
wherein you have been differing” (Quran 6:164). 


The clear, and religious, distinction in the minds and hearts of the Muslim 
consumers between country-specific and culture-specific attitudes has 
significant implications for the Western companies engaged 


pr considering, 
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engaging the Muslim market. While Danish products have been largely 
shunned by the Muslim consumers, as a result of the fallout of the cartoons 
that were published in Danish media depicting Mohammad, the Prophet of 
Islam, in a less than respectable way, the products of neighbouring Germany 
continue to enjoy a highly regarded position in the Muslim markets. Moreover, 
While Danish exports to the Islamic world have dwindled, those of the nearby 
Netherlands have escaped relatively unharmed. 


Such a distinction creates an opportunity for these companies. Being 
associated with a country that is positively perceived by Muslims will result 
in increased demand for its products. A company that is welcomed by the 
Muslim consumer means that it is not seen as anti-Islamic, unlike companies 
d negatively, which will be almost 


associated with countries that are percel 
automatically be seen as anti-Islamic. The attitude of the Muslim consumer, 
whi 


her positive or negative, is always linked to religion and/or justified by 


religion. Thus consuming products originating from certain countries becomes 


asin and from others 


good deed. Indeed a very tricky situation that companies 
find tricky to manoeuvre. However, the 


re several ways to avoid a neg; 


Disassociation from ‘Hostile’ Countries 


Since religion plays a central role in the Muslim consumer decision-making, 


process, all things, including countries, products and individuals, can be 


classified into one of three categories: bad, good or neutral. A ‘hostile’ country 
is one which is involved or has been involved recently in actions th 
perceived to be contradictory to the beliefs of Muslim consumers, while 
‘good’ country is that doing the opposite. The image of the country will be 


involuntarily projected on the companies associated with it. Thus, companies 
need to carefully choose with whom they should be associated if they plan to 
deal with Muslim consumers. 


Neutral classification brands are those that are classi 
as neither good nor ba 


d by Muslim 
Company in this category can build 
whatever image it desires for itself and its brands. However, it is important to 


consumes 


note here that many multinationals merely copy their image into the Muslim 
market with only minor cosmetic changes and facelifts. A classical example is 
that of a famous drug company marketing a new remedy in the United Arab 
Emirates which tried to avoid possible mistakes in language by using pictures 
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instead of words. The first picture on the left was of someone ill, the next picture 
showed the person taking the medication, the final picture on the right showed 
a healthy person. What Arab consumers saw was a healthy person taking the 
remedy and then falling ill; the company failed to notice that Arabs read from 
Fight to left 


(On the other hand, a company can get away with many wrongdoings and 
slip unharmed in the Muslim market as long as it doesn’t do something that 
scratches, even remotely, the religion of Islam. Religion to Muslim consumers 
is highly regarded even by those who are not easily classified as religious 
people. When Nike introduced a new design of sports shoe with a symbol on 
them which looked like the Arabic script for 'God’, a massive campaign ensued 
in which masses of Muslim consumers participated fo 


ing the company to 
apologize and withdraw the design from the market. It is worth noting here 
that Nike in the Arab world used to be associated with Westernized lifestyles 
mainly adopted by people who are not classified as religious. 


sociate a company from a country that is at risk of confrontation 
or otherwise ~ with Muslim countries, organizations or groups, an 
MNC should be truly @ multinational, ie, belong to the world ax a whole not 
to specific country or a few elite ones. It should have international citizenship 
so that consumers all over the world can say that this MNC is theirs, Having 


‘an international citize 


ship will make the company immune to the immense 
political changes associated with the Middle East, and consequently with the 
wider Muslim population. 


Association with ‘Friendly’ Countries 


Another approach to enhance the company’s image in the Muslim consume 
minds is to be actually associated with countries that are perceived positive! 


or at least neutral, Switzerland, despite all of the chronic hostilities between 
Muslims and some Western powers historically and in the present, remains a 
favourite destination for Arab oil money. Swiss products in the Middle East 
have an almost sanctified status, up to this point at least, since the vote to 
ban the construction of minarets in mosques in November 2009 will have a 


negative long-term effect on the country’s image. This approach is nonetheless 
risky. Due to the political turmoil the world has plunged into and with 
new coalitions emerging, a friend today could be a foe tomorrow. Strongly 
associating a company’s image with a specific country could have catastrophic 
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consequences. The ma 


sive boycott of the Danish products came almost out 


of the blue: Danish producers didn’t anticipate it and Muslim consumers 


never had any previous concerns about Denmark because that country was 


relatively unknown to them. As such it 


‘oducts enjoyed a market relatively 
void of serious international competition; its brands easily pushed their way 


find a Muslim who 


into refrigerators in Muslim homes, It is very difficult tl 
di Danish bra 


start as inte ad of Danish, would have suffered much less from 


n't know what Puck is, ids, had they b 


positioned since the 


national inst 


the boycott 


Image Management 


cessfully the political concerns 
of Muslim consumers must be addressed. The UK, which is much better at 


image management th 


the USA, enjoys a prominent position in the Middle 
Eastern market despite being a major partner to the US in all hostilities with 
Muslims. There are more Range Rovers in the United Arab Emirates than in the 


1 UK itself, France, which also y 


whole of Europe, aside f 


a relati 
not as good as the UK), enjoys 


good job with im 


a superior position in the bottled water market; French water is sold at very 
hi 


produc 


premiums when come gional brands. Spanish olive 


rowd the shelves of Arab supermarkets and Danish dairy products 


were an Arab favourite before Denmark's fall from approval, 


Image management shi ed as a remedy if and when a 


oF a country’s OF some Feason, usually political 


or religious, To endeavour to build tation at any price ~ may 


» provoking 


manage that reputation is not a wise 


hoice when consumers as emotional as the Muslim consumers are concerned 


orgiving and to them ‘once a sinner is always 
tly 
notions of ‘any publicity 


a sinner’, rarely would they heed to the teachings of their religion which g 


praises the attribute of bein 
P 8 


able to forgive. Thy 


publicity’ or“ don’t care what they say about me as long as they spell 


right’ is an approach that shor 


led in most cases, such as in 


cross-cultural marketing where religion might be involved 
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Conclusion 


‘The influence of the religion of Islam on the behaviour of its followers cannot 
be overestimated. The Islamic law, the Shariah, is so comprehensive that it 
describes what a Muslim should and should not do during his/her entire waking 
hours. The Muslim begins his day at dawn with ablutions and performing the 
dawn prayers and ends it with night prayer nearly two hours after sunset. 
Three other prayers have to be performed between dawn and night at specified 
times and each is usually done with a separate ablution. Being in contact with 
the Quran and the Sunnah five times a day will undoubtedly have a profound 
effect on a Muslim's behaviour. Add to that having to fast an entire month each 
year, giving two obligatory alms (the 2.5 per cent money tax and the breakfast 
tax at the end of Ramadan), giving voluntary donations according to one’s 
means, performing hajj and attending Friday prayers, end of Ramadan prayers 
and end of haij prayers. A Muslim’s life revolves around the script and what it 
Instructs. Abiding by it is a worship that will bring a Muslim closer to Allah. A 
Muslim’s decisions are made with one clear aim in mind and that is to please 
Allah, the creator, the merciful and the companionate. As a result, any decision 
or course of action that will upset Allah will not be considered. 


Although one might argue that not all Muslims are God-fearing and 
thus the above discussion doesn’t apply to them, the influence of observant 
Muslims and overly Islamic cultural norms and traditions are so immense in 
Islamic society that it becomes difficult for the less observant Muslims not to be 
observant, at least in public 


International market 


rs cannot afford to ignore the religious factor in the 
decision making process of the Muslim consumer. Regardless of the background 
of the marketer, be it capitalism, liberalism, socialism or something else, those 
consumers have a different orientation towards life that might not exactly fit 
with the pre-packaged marketing formulas or with the prevalent marketing 
wisclom. They have a unique code of practice and they embrace that code with 
zeal. Non-conforming marketers will find themselves on a collision course with 
their prospects and customers and their brands will soon be removed from the 
shelves of supermarkets in Muslim countries. 


Intemational marketers must help Muslims become more observant and 
must include that fact in their marketing communications. I was once in Mecca 
amid a sea of pilgrims from all over the world. The ones sitting beside me were, 
as far as could tell, from Indonesia or Malaysia. 1 was silently praising God for 


h . e. While I was doing that I kept hearing 
th ssive clicks the source of which which I couldn't immediatel 
de a lit th A: brothers wen 
> c th the he gy: they were ttle hand-held 
Jevices, very simple, t how raised! | don’t 

hat bras rve  Praiser, but the manufacturing firm ha 
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Islamic Branding: Concepts and 
Background* 


There is a new big thing in the world of marketing and itis g 


traditional 


Learning Objectives 


After reading this chapter, you should be able to: 


Compare religious and ethnic branding with Islamic branding 
Differentiate between Halal and kosher as religious products 
Differentiate between Islamic products and Islamic brands 
Identify the various types of Islamic branding 

Identify the Halal customers 

Identify the Halal categories 

Describe the importance of innovation in Halal 

Describe the difficulties in Halal certification 

Describe the growing importance of Halal logistics 


0). Islamic branding: A 
34, 


Introduction 
Religious brands lik and kosher can capture a craving for purity that 
goes beyond the religious duty of their faithful adherents, The vast majority 


of kosher customers are not of the J lah: 


p faith and, likewise, many Sha 


fuslims. For example 


Is, an alcohol-free Arabian Gulf chain, 60 per cent of the 


e Dutch-based cookie and chocolate 


are non-Muslims (Power and Abdullab 


jucts in the US 


wish and Christian consumers is 


tomers be ware of the Halal brand. These religi 
ic pr which base their appeal mainly on being 
th th profound concepts of cleanliness, purity 

n to being different and exoti 
brands, are prepared according to the 


permitted not just in the foc try but 


banking (Minkus-McKenna 2007), thus extending the reli 


more widely than kosh ethnic products, which are mainly associated 
with the food industry. Althou; extension provides a much greater 
»pportunity for a diverse f busine fitably, the Halal 
market remaine xplored by the maje im multinational 
corporations until very recently and the relatively small number of MNCs that 
dared to engage H an earlier stage now enjoy the results of their timely 
intervention; they dominate 90 per cent of the Halal food market. 


i é, Unilever, L’Oréal, Colgate, Baskin Robbin 
and Campbell S. continue to invest heavily in addressing 
the Islamic dietary, lifestyle a mF uirements, For example, at 
the Nestlé tthe third annual W a1 Forum WHF exhibition, 
information ¢ riah-compliant Smarties, P Maggi Noodles, ice 
eream and Koko Krunch breakfast cereal was Moreover, Nestle ii 
investing CHE 85 million in Malaysia in 2009 to meet the increasing demand 
f Nestlé Malaysia is the Centre of Excellence. The 


d 


nal plants for Nescaf 


investment support 


non-dairy cre 


of their brands from being 
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international to being Islamic, i.e. accepted by the Muslim consumer as Halal 
brands. A successful transformation can be immensely beneficial to jump 
start an MNCs brand in an Islamic market. International corporate brands 
are only significant if they successfully translate the core value proposition of 
the corporate offering into the new Islamic market, a difficult task that can be 
achieved only when the entire firm lives and breathes the brand and e 
aspect of the firm reflects the brand values and essence (Melewar and Walker 
2003), i.e. Halal. 


This chapter aims to provide a better understanding of Islamic branding 
through conceptualizing the terms relevant to firms’ brand Islamization efforts 
It emphasizes the importance of Muslims as a distinct potential market that 
remains noticeably under-researched and demonstrates that th 
topic itself is worthy of consideration since research about Islamic branding 
is non-existent despite the huge potential the Islamic market presents; it also 
define: 


novelty of the 


\d differentiates between the concepts of Islamic products and Islamic 
brands, conceptualizes the major branding considerations an Islamizing firm 
needs to consider and provides a valuable source of insights for future research 
as well as a benchmark for practitioners. 


Importance of Islamic Branding 


In order to engage the Halal market, firms need to employ brand Islamization 
ned from the Islamic market, including 


e business environment. With such information, 


strategies ba 


customers, competitors and ¢ 
firms can further develop their organizat 


al values, norms, practices and 
structure in order to be appreciative of the novelty of the Islamic market, 


Firms willing to target Muslim consumers need different strategies to those 
used for targeting traditional consumers. Their marketing strategies must be 
aligned with Islamic values, standardsand guidelines. However, research has $0 


far been characterized as being narrowly focused and limited to understanding 
marketing decisions based on Western ideologies and principles (Zakaria and 
Abdul-Talib forthcoming). According to Paul Tempral, an expert on Islamic 
branding: “To date, there has been little formal research into the branding issues 
associated with serving these markets ~ which represent a sizeable commercial 
‘opportunity for many brand owners and developers’ (Temporal 2008). 
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Islam creates an identifiable culture because it provides a way of life for 


people at both organizational and personal levels. The challenges in doing 


business in Islamic cout thus co the fact that Muslims have a 


ne fror 


different set of values and beliefs that guide their behaviour in both business 


and non-business situati 


ns. The importance of these sets of values in business 


the attention of world marketers. Recognizing a 


substantial opportunity in this market, non-Muslim multinationals like Tesco, 


MeDonald’s and Nestlé 


Islamic operations; it is estimated that they control 90 per cent of the global Halal 


s well as many others, have massively expanded their 


market. These and many other mainstream companies are making significant 


Programs specifically designed for the Muslim consumer 


Understanding the Muslim canst s that the strategic market 


on of these firms be assessed and implemented differently since related 


decisions at und; different consumer segments require different 


approache jieving marketing mix standardization when implementing a 
marketing strategy in an inte market is difficult (Kustin 2004), and ity 
fact it has been suggested that standardization is only effective in homogeneous 


markets (Jain 1989) while adaptation and localization strategies are needed 


in heterogeneous, i.c., Islamic or Western markets (Duncan and Ramaprasad 


1995). Nestlé, in a statement posted in its website's FAQs, says: 


y. in 


gual and» ts and the tastes, 
Agrounds of consumers as well as their 
all prod ‘orrespond to our quality 
xtensioely in composition, recipe, packaging 


Religion as a Brand 


According to William Drenttel in his emotional ‘My Country is not a Brand’ 


Branding ha ds to better commercial 


smmrunicat udience, or building 


when the vocabulary 


nation's ary of branding, then it is, in 
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the rest of the world. The symbol for a country should not be created by 
branding experts. 
Drenttel 2004 


Drenttel’s comments might apply even more closely to major world 
religions such as Islam, Judaism and Christianity that are being vigorously 
commercialized. Nonetheless, regardless of what one might think about the 
commercialization of religions or national symbols, such a trend has become 
an acknowledged fact in the business world that needs to be contended with, 


Having said that, it is worth noting that commercializing Islam is much 
less likely to occur due to the nature and teachings of the Islamic faith itself 
In Islam there are clear and strict conditions that must be adhered to before 
4 firm can get on the marketing vehicle of religion. In Islam brands cannot 
Shariah-compliant until they fulfil many conditions related to ingredients, 
logistics, impacts and intentions. Such fulfilment results in Halal or wholesome 
products. In this regard religion plays an active role in transforming businesses 
into ethical entities whose goals rise 
view that firms enduring the ging their production processes 
and marketing practices to become Shariah-compliant have earned the right to 
use the words ‘Hala! and Islamic’ to support their marketing efforts. I don’t see 
much harm in utilizing religion to improve the business environment or make 
life better in a more general sense. After all, isn’t that what religion is supposed 
to do? 


ove sales and revenues. Hence, it is my 
sony of cha 


Nonetheless, some manufacturers have gone too far in their efforts to 
commercialize Islam. Mecca Cola is the perfect example, The company, 
building on negative Muslim sentiments, claimed to have introduced the 
Islamic alternative to Coca-Cola. As usual people who bought the drink 
disposed of the bottles and cans in the garbage while children used the bottles 
as an object to kick. Muslims didn’t do anything and continued to purchase 
the drink. However, if such a product had been introduced by a non-Muslim 
company the fallout would have been extreme and the company might have 
been labelled as anti-Islamic for disgracing the name of their most holy place. 
As such, non-Muslim companies must be extra cautious; their white dress can 


easily spot 


HE PRINCIPLES OF ISLAMIC MARKETING 


Islamic Branding Defined 


t ways, in all of which the 


slamic branding can be defined in three diffe 


descriptor ‘Islamic’ is used: Islamic brands by compliance (religion), by origin 


ISLAMIC BRANDS BY RELIGION 


amic brand 1 their appeal st Shariah-compliant are 


currently concentrated in the finance an 


ad sectors and, to a lesser degree 
in the growii of H 


the M 


1ese brands are intended to appeal 


speciticall jim consumer. Increasingly however, many of these 


brands are broadening their appeal to attract other custor 


ets. For example, 
more than 60 per cent of the customers of Islamic hotels in Dubai are non- 


Muslim 


ISLAMIC BRANDS BY ORIGIN 


hese are brands that acquire the lamic’ mainly because the 


originate from Islamic countries les include airlines such as Emirat 


Airlines, telec ach as the Emirati Etisalat as 


mpai 
me of them are clearly non-compliant; the UAE 


d the Egyptian Orascom, and 


try as the Saudi SABIC. These « pmote themselves 


es don’t p 


arlah-compliant sin 


Emirates and Et Airlines both serve alcohol to their customers, which 


don’t promote 


prom 


religious in character; they apply the 


ISLAMIC BRANDS BY CUSTOMER 


The third type of Islamic branding is that describing brands that emanate from 


non-Islamie countries yet ar ‘ally to target the Muslim consumer 
Although these brands are usually owned by non-Muslims they are described 
s Islamic because of their target customers, ie., Muslims. They include the 


Halal brands of multinationals such as Nestlé, Unilever, L’Oréal, McDonalds, 
KFC, and many others. These MNCs are investing heavily in cultivating the 
largely vacant Islamic markets. As a result of their efforts they now dominate 


90 per cent of the Islamic food, cosmetics and health markets. 
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Islamic brands by customer are these that are owned by MNCs that have 
the skills and the know-how of branding, skills that so far eluded the Islamic 
companies operating under the slogan of ‘we are Muslim’, an approach that was 
taken for granted until they began facing fierce competition from non-Muslim 


companies utilizing a world-class branding expertise to excel in satisfying the 
specific needs of the observant Muslim consumer. Both Shariah-compliant 
brands provided by Muslim companies and Islamized brands provided by 
MNCs share an important theme: their main attraction is the concept of Halal, 
unlike the second category of brands that are classified as Islamic by ori 
and appeal to customers using the tr 
marketing approach 


in 


tional, not the value-laden Islamic 


Islamic Brands vs. Islamic Products 


While it might be politically or geographically acceptable to describe all 
products originating from Islamic countries as Islamic, it would be religiously 
incorrect to do so in cases of Shariah non-compliant products since a non 
compliant product cannot be branded as Islamic. Because brands are closely 
linked to emotions, even more so when religion is involved, such a distinction 
becomes necessary for companies planning to approach consumers in Islamic 
markets under a religious slogan 


In the case 


f the first two types of branding: Islamic brands by compliance 
and Islamic brands by country of origin, there is still some confusion as to the 
difference between Islamic brands and Islamic products since they are used in 
many cases interchangeably. It is not until the difference between these two is 
recognized and abridged that Islamic branding can fulfil its potential (Young 
2007), For example, Turkey is a Muslim country yet its total wine production in 
2005 was an enormous 287,000 hl according to the International Organization of 
Vine and Wine. Any business person with the slightest knowledge about Islam 
would know that wine is forbidden and strongly condemned in Islam; there 


is no such thing as Islamic or Halal wine. Even Barbican doesn’t promote its 
non-alcoholic beer as beer in the Muslim market but rather as a malt drink seen 
by many in the Muslim world as good for the kidneys! Therefore, labouring to 
brand Turkish wine as an Islamic product wouldn't make much sense despite 
Turkey being 98 per cent Muslim in terms of population and despite being 
home of the Ottoman caliphate which led the Islamic world for many centuries, 
Another example would be the 350,000 pigs raised by Egyptian farmers (all 
pigs in Egypt were slaughtered in 2009 in the wake of Swine Flu). Islam takes 
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such a strong 


\d against the consumption of pig products that the Egyptian 
pigs became associated in the Muslim psyche with a multitude of social and 
Physical illnesses, in addition to being a major sin. The answer to the joke 
hter pigs in a Halal way to make them Islamic has 
am by nature cannot be made 


question of how to slau 


ons; a product which is 


much wider appli 


Islamic or Halal by process. Islam approves only wholesome products that 


have been raised, prepared and transported wholesomely from “farm to table 


and to the Muslim consumer, pigs and alcohol and their by-products are not 


wholesome in the first place 
MNCs need to lear to distinguish between these two in order to 


jential Muslim markets, 


Afectively with their p 


Generally, engaging these markets has two requirements; providing 


Kets. Fulfilling these 


Shariah-compliant p 


ducts and relocating to Muslim mi 


jarantee success but will significantly improve an 
MNCs chances of it. However, to relocate while not paying attention to the core 
Tequirement of being Shariah-compliant will get the 
He 


companies nowhere in 


the tobrand th 


mselves as Islamic. Although the location will support 


an MNC's efforts in that regard, itis only sec 


dary to Shariah-complia 


Relocating to Muslim Markets 


cating to Muslim ma 


sets could be a significant differentia 


Re 
it prov 


ing factor since 


the Muslim consumer in several ways. First, MNC 


With national subsidiaries tend to employ mostly nationals. In the case of MNCs 


ope 


ing in Muslim countries, it is safe to say that most of their employoes in 
that these 
products are produced by Muslims for Muslims who wouldn't be producing 


psidiaries will be Muslims, which clearly sends the messag 


non-Shariah-compli 


products. Another advantage is that the product 


logistics will be perceived as Halal, Le, not contar 


ninated during storag 


shipping and, in some cases, not shipped through or by nations or companies 


that are being perceived negatively by the Muslim consumer. A third advantage 


would be an improved image if these MNCs sourced ingredients locally. Local 
suppliers who profit from their b 


iness relationships with the MNC will work 
as dedicated representatives within their Muslim communities. Sourcing input 
locally further 


strengthens the compa 


y's image as Shariah-compliant since it 
is taken for granted that all foodstuffs produced in Muslim countries are Halal 
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Relocation may, however, bring a disadvantage: consumers in these 
markets may perceive the quality of locally produced items as lesser than those 
produced internationally. Some time must lapse before the local subsidiary 
can establish itself as a quality producer that stands on an equal footing with 
its mother company, with local staff who are competent and locally sourced 
material of comparable quality to material sourced internationally, 


The Muslim markets in this book are defined as those comprised of people 
adhering to the Islamic faith. To them the word Islamic also has geo-political 
connotations but when it comes consumption, Halal becomes a basic qualifying 
condition and only then all other supplementations and enhancements become 
differentiating factors. A product that is not Halal yet intended for Islamic 
markets will mostly likely fail regardless of how it is packaged or offered, The 
elegant design and packaging of a bottle of Champaign will not lure Musiim 
consumers into buying it; the rule is Halal first then enhancements. 


The Halal Market 


"We are now at the point where Halal is more than a religious duty. Halal is 
big business: counting Islamic finance, as well as drugs and foodstuffs, and is 
dovetailing with contemporary consumer concerns from animal welfare toGM 
crops and fair trade’ (Power 2008). An MNC tapping into the vast Halal marke 
makes it more global in terms of attending to the needs of Muslims as 
segment of customers; companies are not going to be truly global unless they 
serve this market (Power and Gatsiounis 2007). For example, Nestlé engaged 
with the Halal industry very early in comparison to other manufacturers. In 
fact, Halal implementation ~ covering the aspects of control, assurance and 
management in ensuring that products achieved Halal status — began in 
Nestlé Malaysia in the 1970s, followed by the formation in the 1980s of a Halal 
committee to oversee Halal standards from farm to fork for the company’s 
worldwide operations. 


new 


This section introduces the major branding considerations that a firm needs 
to understand as a prerequisite to entering the Islamic market. They include 
defining who the Halal customers are, differentiating between the different 
categories of Halal, explaining the importance of innovation in Halal, explaining 
difficulties in Halal certification, explaining the growing, importance of Halal 
logistics and differentiating between Halal and kosher as religious products. 


MIC MARKETING 


Halal is an Arabic word that i h word ‘lawful’ and 


‘wholesome’. It is an all-e ssing concept which encourages a Muslim to 


adopt products that pron life, safe for consumption 


and produced in a clean a 
It Jicted that the market for Halal products will continue to grow 
jubstantially. As it grows, it is envisioned that aisles in supermarkets all 


over the world will be dedicated to these products, in much the same way 


07). Like 


as kosher and 


er ethnic products do today (Minkus-McKer 


the products of kosher and industries, Halal products are mov 


ng into 


the mainstream and appealing to consumers looking for high-quality, ethical 
products. Some SI firms reveal that not all of their customers 
are Muslim, F the Jawhara Hotels, an alcohol-free Arabian 
Gulf chain, 60 per cent of the clientele are non-Muslims, drawn by the hotels 
werenity and family-friendly atmosphere. A quarter of the customers of Dutch 
based company Marhaba, which sell: and chocolate, are non-Muslims 
Power and Abdullah 2009). 

Grocers that learn the rules guiding Muslim diets will win a loyal following, 
US supermarkets are selling a lot more Middle Eastern foods such as hummus 
snd couscous these days, as more American consumers develop a taste for them. 


But th 


lucrative sales for stores that get to know and serve the US Muslim 


leading edge of a trend that could result in broader and more 


market 


For example, a recent research by JW 


among Muslim consumers highlighted 


their imps 


tance asa market se . The report describes the Muslim market 


igger’ In the US, Muslims are already 


as ‘It's young, it's big, and it's gett 


being described as the ‘new nics’. While recognition of this new target 
for primarily Wester n 
kus-MeKen 


far deeper and more 


As Muslim population 


in most countries in the world itis worthwhile 


+ assortments and marketing, 


ent of Muslims worldwide follow 


Halal standards (Minkus-McKenna 2007). Bu 


of devout Muslims, groce 


fore they can meet the nee 


and the dietary restrictions that 


dictate their purc harder than it sounds. While there 


are some clear gi n diet, there is no worldwide 
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authority on Halal. Currently there are more than 15 Halal logos in the market 
(Minkus-McKenna 2007). 


Halal Categories 


The Halal industry is growing in sophistication as well as size. It is no longer 
about just meat; it is embracing products from lipstick to vaccines to savings 
accounts. To illustrate, in 1990 the Islamic Food and Nutrition Council of 
‘America had only 23 clients paying for its Halal certification services. Last year 
it certified products for 2,000 companies worldwide (Power and Gatsiounis 
2007) 


Inge the Halal market can be divided into three interlinked categories 
food, lifestyles and services. 


FOOD 


The food category is currently dominated by non-Muslim multinationals such 
as KFC and Nest! 
brand in the United Arab Emirates and Almarai in Saudi Arabia, as well as a 


though Muslim-owned manufacturers such as Al Islami 


myriad of small local manufacturers, 


re growing rapidly. The lack of Arab 
Halal brands in the international marketplace is due to the fact that the concept 
of Halal food was never an issue at the An 
for granted that all food sold in these markets was Halal, The recognition of the 
significance of being Halal didn’t evolve until the Arab markets became more 


p countries level because it was taker 


open to global trade and were flooded with food products coming from non: 
Muslim countries which didn’t have # clear understanding of the importance 


of the Halal concept to their Muslim markets 
LIFESTYLE 
Inthe lifestyle category, which is also dominated by non-Muslim multinationals, 


Islamic producers of Halal cosmetics, i., those made without alcohol or animal 
slowly establishing their brands in the Muslim marketplace. The slow 


fats, 


de 
can be attributed to two factors. First, albeit important, this sector didn't have 
the same urgency as food. Second, both Muslims and multinationals learned 
late that since Halal actually extends beyond food, and normal day activities 


opment of the Halal lifestyle category, in comparison to the food category 


an also be Islamized and classified as Halal. Special Islamic-compliant lifestyle 
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related products began to be developed to meet the needs of this market and at 
the same time to capitalize on the opportunity it provides. 

SERVICES 

The services category includes finance, hospitality and logistics, among others. 


Of these, the Halal financial services are the most developed with Islamic banks 
growing at an annual rate of nearly 


controlling huge amounts of money an 
15 per cent, Banks that operate according to Shariah law are doing well during 
the global downturn because they tend to be more conservative. In hospitality 
running Islamic lines, such as Dubai’s Villa Rotana, 


hotels are increasinj 


which offers quieter and more family-friendly places to stay (Anonymous 


09). 


Halal innovation 


To keep growing, Halal firms know they cannot simply rely on religion as the 


driving force behind their marketing campaigns. At the 


d of the day, people 


will not buy Halal simply because it is Halal. They are going to buy quality 


food, Ideology doesn’t make a better-tasting burger, a better car or a better 


rful marketing pitch (Power and Abdul 


computer, but it mal 


2009), Hala 


brands cannot stand still, In the medium term it is possible for 


en them the advantage, It is 


competitors to copy those 


pects that have 
therefore imperative for them to innovate continuously (Melewar and Walker 
2003), 


New Halal products and services include food and non-food items and 
they originate in the Middle East, Europe and South East Asia. The Swiss food 
giant Nestlé is a pioneer in the field. It has a Halal committee since the 1980s, 


oducts, As a result, the 


mn in 2008 with 75 of its 


and it has long had separate facilities for its H. 


company’s turnover in Halal products was $3.6 bill 
456 factories equipped for Halal 


like South Korea's LG and Finnish cell-phone giant Nokia also target Muslim 


roduction. For non-food items, companies 


consumers, LG provides an application that helps direct users to Mecca, while 
Nokia provides downloadable recitations from the Quran as well as maps of 


locations of major mosques in the Middle East. 


Such offerings increase brand loyalty. Mainstream brands can actually 


making changes to their core products; these 


ppeal to Muslims without 
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companies can alter their marketing communications to show Muslims that 
their brands care about them as consumers (Power and Abdullah 2009) 


Halal Certification 


Halal certification assures Muslim consumers on the Helal status of the certified 
products; it confirms that the products are permissible under Islamic law. For a 
product to be certified it must pass inspection by an Islamic certifying agency 
Although obtaining Halal certification will result in changes in the 
production process, it can be very rewarding since Muslims comprise the largest 


consumer segments in the world today with a Halal market that is expected to 
reach US§2.1 trillion by 2015, not to mention the growth in the demand for 
Halal products that is spilling over to non-Muslim consumers. 


The Halal food market has exploded in the past decade and is now worth 
about 16 per cent of the entire global food industry, which corresponds to 
‘$632 billion annually. If the fast 


rowing Islamic finance sector and the ma 


other Islamic products and services ~ cosmetics, real estate, hotels, fashi 
and insurance ~ are counted, t} 


sector is worth nearly $1.5 trillion a year. The 
Islamic finance industry's value is growing at around 15 per cent a year, and 
could reach $4 trillion in five years, up from $500 billion today, according to a 
2008 report from Moody's Investors Service (Power and Abdullah 2009), 


Kosher and Halal 


Muslims and Jews, although separated by a bloody past, a grim present and an 
uncertain future, are united in at least one thing: their dietary restrictions. Halal 
(Muslim) and kosher (Jewish) have significant similarities that make them 
interchangeable in m 
foods. 


iny cases; Muslims and Jews can consume each other's 


Kosher and Halal describe an assortment of foods and beverages that are 
acceptable to Muslims and Jews. However, unlike kosher, which applies only 
to food, Halal is a term encompassing not anly foods and drinks, but all othe 

matters of daily life; it includes everything a Muslim does ~ trade, finance 
entertainment, work, education, consumption, ete, Nonetheless, both of these 


food laws have # nots in scripture, the Bible and Torah for kosher and the 
» be more sp while Islam prohibits all intoxicat “ iquors 
and wines, these are considered kosher. T ds and drinks showing the 
kosher symbol while cor g alcohol are not Halal. Gelatine is considered 
kosher by many Jews regardle ts source of origin. For 
(prohibited). Enzymes ese making 0 secretion 
according to some kashrut organizatic kosher 
Muslitr . k for the se yime. If it is from 
pigs, it ed Uh »wing kosher symbols may not 
be Halal (Hussaini 19 
Moreover, bot and kosher share a strict emphasis on cleanliness that 
is considered even ti . eval ynonymi th good food, whick 
potentially broader . and kosher beyond their traditional 
In the United States, the kosher food industry is valued at $100 billion 


and 90,000 k roducts, compared t 100 Halal-certified product 
Muslims’ purchases accou 16 pe he entire US kosher food 
industry. Or her hand, although ts attract some Jewish 

mers, Jewish purchase are very small by comparison (Minku 


Challenges Facing MNCs entering Islamic Markets 


BRAND ENTRY MODE 


A major issue facing MNCs contemplating. ai to Islamic markets is 
e th ting brands, create new brands de 4 specifically 
kets, use test nd ix of al me of these, For 
4, or should it brand them differently? What w 
isin et to Muslims or to devel 
them specifica puld McDonalds sell Big, 
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The answers to these questions are not straightforward. Managing and 
developing a single corporate brand is far simpler and more cost-effective than 
managing a portfolio of country or region-specific brands. Such an international 
expansion of a corporate brand is bound to create economies of scale in its own 
right, However, there are also disadvantages in using the existing corporate 
brands unchanged. A company entering the Islamic market may be able to 
spread its risk by using a tester brand that in essence can afford to fail because 
the company could in theory reintroduce itself to the market with a different 
offering in the future. If an existing brand was used to enter that market and 
it failed to be accepted as Islamic, failure would damage the company’s future 


efforts to engage that market (Melewar and Walker 2003) 


COUNTRY OF ORIGIN 


The country of origin of the MNC is of special importance for companies 
wishing to enter the Islamic market. The Muslim consumer is emotionally very 
sensitive due to several factors including the unity between religion and life 
in Islam, unlike Western consumers whose behaviours have largely evolved 
independent of the infly 
state and faith in Western societies. (Although some might argue, rightfully so, 
that the behaviour of religious Westerners is influenced by their religion; the 
difference is surely that Christianity is less specific about dress, food etc, And 
of course many Westerners are not religious at all.) This inseparability affects 
Muslims’ attitudes and behaviours towards products they buy and companies 
they deal with, For instance, all Danish companies are still stumbling from the 
cartoons published in a Danish newspaper several years ago because they were 
seen by the Muslim population as derogatory to an Islamic subject. In fact these 


‘nce of religion due to the historical separation between 


companies faced a massive consumer boycott that resulted in serious losses for 
many of them, The effect of these cartoons will prevent any Danish company 
in the near future from establishing itself in the Islamic market, especially as 
there are viable alternatives to the Danish brands, Even the more established 
and rooted American brands face difficulties in the Muslim market during. 
tensions between Muslim states or individuals and the United States, Melewar, 
an international authority on branding and brand management, warns that 
different nations have differing degrees of national identities. These identities 
not only take the form of patriotism, but they can also determine how likely @ 
nation is to endorse the brand of a particular country. In order to understand 
this opportunity, the corporate brand must first understand whether the 
perception of nationality help or hinder it (Melewar and Walker 2003) 
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On the other hand some countries are perceived positively by the Muslim 
consumer. Switzerland, eg., has no history of conflict with Muslims, it is the 


chosen place where a 
Beinj 
entry into the Muslim market 


ny Muslims keep their money and spend their vacations. 


associated with a positively perceived country facilitates a company’s 


GLOBAL HALAL STANDARDS 


Halal standards help companies and customers distinguish what is accepted 


from a Sha fe. A product can either be Halal or Harant depending 


ah perspect 


on its ingredients and all the activities associated with it from the point of 


origin to the poi 


of consumption and going through the entire value chain 


that created it. As illustrated in the case of the Australian Muslim scholars 


and the Australian beef industry, many of these standards remain either 
king consensus. This is so due to the novelty of Halal and 


kets which bi 


underdeveloped or | 


Haram as commercial terms and the globalization of mi 


waght 


Muslim consumers face to face with products from non-Muslim nations that 


they have historically seen as adversaries. Before globalization there was no 


mentioning of the word ‘Halal’ among Muslim consumers, aside from the 


travelling to non-Muslim countries, since products in the Muslim markets were 


produced locally or by neighbouring Muslim countries, where Halal was ti 


for granted 


artay of foreign products resulted in a need to 


The exposure t 


standardize Halal for the h businesses and consumers. As 


experience has shawn, setting global Halal standards that firms can follow 
when developing products 
task. The di 
pa 


scientists. These parties also don’t make the job 


r their Islamic prospects proved to be a daunti 


culty arises from the fact that the process requires that many 


jes must be involved, including Islamic scholars, trade experts and food 


an Islamizing firm easy with 
their long lists of terms and conditions, thus making the goal of becoming 
Halal-certified hard to ng so, they might be forgetting that one of 
p of Islam is that everything that Allah 


ain. Ind 


the most basic teachings of the religis 


created is Halal, with minor exceptions (Power and Gatsiounis 2007). Thc 


experts unfortunately seem to view the pr 


sss the other way around; Haram is. 
the rule and Halal is the exception. 


Moreover, too 


nany Halal certification agencies are being set up all over the 
world with some of them definitely n 


the e 


to the task either because they lack 
tise or because they are not following mainstream Islam. Althou, 


ISLAMIC BRANDING: CONCEPTS AND BACKGROUND 153 


the proliferation of these agencies might seem confusing to the novice Muslim 
market entrant, it is worth noting that there are some agencies that have the 
expertise, skills and regulations that qualify them as Fialal certifiers. Basically 
all government-backed agencies and large Muslim groups’ institutions are 
considered trustworthy sources by consumers and, thus, firms should strive to 
get their Halal logo certified by at least one of them, instead of getting the more 
risky independent certifiers who might have jumped on the Halal bandwagon 
for profiteering. Specifically, Saudi, Emirati, Sudanese and Malaysian approvals 
are highly regarded across the Muslim world. 


Conclusion 


In order to maximize their chances of success in Islamic markets, MNCs need to 
build branding localization competencies. In comparison to their local Muslim 
counterparts, multinationals generally commence with the key advantage of a 
higher level of managerial competence in marketing and brand building, These 
MNCs are equipped with sophisticated marketing and brand-building, skills 
that are far ahead of most of their local counterparts ~ many of which are still 
struggling to master elementary distinctions such as the difference between 
marketing and sales (Williamson and Zeng 2004), 


In spite of having the branding expertise to begin with, Western brands 
usually lack the cultural awareness and local knowledge needed for the 
successful penetration of Islamic markets (Temporal 2008), A hasty entry 
unequipped with the required level of awareness and knowledge will hinder 
or at least delay a brand’s Islamic penetration. There are numer 
to learn from in this regard. A famous drug company marketing a new remedy 
in the United Arab Emirates used pictures to convey its message, The first 
picture on the left was of someone ill, the next picture showed the person 
taking the medication, the final picture on the right showed a healthy person. 
What Arab consumers saw was a healthy person taking the remedy and then 
falling ill; Arabs as well as many Muslim people including Pakistan, Iran, and 
Afghanistan read from right to left (Alserhan 2010a). If major firms still make 
these mistakes one can only image what novice entrants might do. 


us examples 


A firm intending to enter the Islamic market has to carefully weigh the 
various brand entry modes available to them, namely: creating new brands, 
using existing brands, using tester brands or using a mix of all or some of these. 
The choice must be linked to the firm's corporate strategy and at the same time 


nd the im 
excludir 
desirable out 
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Islamic Branding 2: 
Brands as Good Deeds* 


Learning Objectives 


After reading this chapter, you should be able to: 


Understand the 


rand the di and peactice of Islamic branding 
Appreciate the vast potential of the Islamic market 

= Define fi 
Understand the essence of Islamic branding, 


branding 


INCIPLES OF 


LAMIC MARKETING 


Danish Brands and the Politics of Boycotts 


All Danish businesses suffered significant losses in Islamic markets when 


Muslim consumers boycotted their goods to protest at the publication of 


caricatures of the Prophet Mohammad, The drawings published by 


ewspaper 


sten in September 2006 sparked protests in Muslim countries. Isl 


widely holds that representations of the Prophet Mohammad are banned for 


fear they could lead to idolatry 


The boy to Denmark's companies and raised fears of 


long-term dar de ties between Muslim consumers and Danish 


companies. These damages could go beyond exports, extending to service 


contracts, shipping and production facilities in the area — losses that are 


difficult to quantify. However, in certain industeies it is possible to understand 


the magnitude of loss. For exan 


ads, one of Europe's largest dairy 


companies, is thought to be the worst hit, losing an estimated §1.6 million each 


day during the peak of the boyco! 


Danish brands suchas Havarti cheese, Puck, Arla, LURPAK, Hazz, ecco, Le 


and many others we 


removed from the shelves of stores in Muslim countries 


around the world as Muslims awa! 


an apology for the offensive cartoons 


The boycotts began in Saudi Arabia in January 2006 when supermarkets either 


put up signs saying ‘stop buying Danish goods’ or removed products from 


their shelves 


Since the boycott began in Saudi Arabia, it has spread to almost all Muslim 


nations. For example, a supermarket in Cai 


run by France’s Carrefour has 


gns saying that 


s not offering Danish products “in solidarity with Muslims 


and Egyptians’. A spokesman for Carrefour in France said the store was a 


franchise run by an Egyptian company. Carrefour stores run by partners 


and franchises are free tom 


ke commercial decisions according to their local 


tuations. In Indonesia the importers association boycotted Danish goods. In 


anners on walls and storefronts all call for consumers to avoid Danish 


the Danish Lurp 


k butter agent in Syria raised a banner 


products. Employ 


in front of their Damascus off 


ve saying: “Yasser al-Srayyed [the agent's name] 
has stopped importing Lurpak.’ The situation caused great concem among 


the members of the Confederation o 


anish Industries, which represents 


Denmark’s major companies. Ther Iso the fear that the consumer in the 


ber exactly what happened, but they will remember an 


MARKETING 


to view the concept from the same perspective as conventional branding, Le. 


projecting traditional brandi p are culturally bound onto this 


techniques whit 


new and qualitatively different market. Such an approach to Islamic branding 


mits their ability to adequately appreciate its full context and implications. 


Finally, a key obstacle facing academics and practitioners today is the lack 


of a precise definition that clarifies what is and what is not Islamic branding. A 


review of the gi 


wing, yet inadequate literature, reveals that the connotations 
of the concept remain overly broad; it is being used differently by different 


people presui 


Wg that they are using the description ‘Islamic’ correctly 


An Overview of the Islamic Market 


The Muslim market is composed of approximately 21.01 per cent or 1.43 bill 


he entire world population (CIA 2009), Muslims represent a majority in 


more than 50 countries in Asia, Africa and Europe and their religion, Islam, 
is cor 4 the fastest growing among, all religions on earth (Saced et al 
2001), Those 1.43 billion Mustims live in economically feasible numbers in most 
countries in the world. The | Muslim oc umer market ts estimated at 
US$2,7 trillion today, and is forecast to reach a staggering $30 trillion by 2050 


(WT 2007) 


The largest Islamic body, th f the Islamic Conference (OIC), 


is composed of the economie 7 member states, 50 of which are overly 
Muslim. The remaining members have large Muslim populations, although 


Muslims are not a 


ajority in them. The perce 


age of Muslims in Russia, e.g, 


approximately stands at 15 f member state, India on the 


other hand, has a Muslim population of 150 million but its membership of the 
OIC is blocked by ser 


tries due to geopolitical reasons. 


the 
United 


prices has significantly increased these 


Those 57 countries have a combined GDP of nearly US$8 trillion (bef 


oil boom of 2008). The richest country on the ba 


sis of GDP per capita 


Arab Emirates. T 


fi 


gures in all oil-producing Muslim countries. In 2008, Abu Dhabi, a member 


mirate in the United Arab Emi 


tes, had a per capita income of US$75,000, 
»st European countries, and almost double the US 


which is double that of 
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The Halal market, ie., products that are Shariah-compliant, represents a 
significant portion of these countries’ economies. Moreover, other countries 
that are not members of the OIC but have feasible Muslim minorities also 
contribute to the global size of the Halal market, which is currently estimated at 
approximately USD 670 billion (Nestorovic 2010). Table 9.1 includes some very 
interesting figures that help clarify why multinationals are venturing into the 
Halal market, which is estimated to grow at 15 per cent annually making it the 
fast growing market in the world 


As discussed in Chapter 8, the Halal industry includes three main 
categories: (1) food, which iscurrently dominated by non-Muslim multinationals 
such as KFC and Nestlé, (2) lifestyle, which is dominated by non-Muslim 
multinationals, and (3) services, including finance, hospitality and logistics, 
among, others. Islamic services, especially finance, are currently dominated by 
Muslims, although this might change as more major countries and regions, 
notably China and Europe, develop an interest. 


Table 9.1 Size of the Halal market 


Region value ‘Muslim population (Mion) Walal food market 
USS (Milton) 
South Contra ia a 230,000 
aie a 14200 
West Ase 19s 11680 
South Eat Asa 26 973900 
Aurope tncuding Rossa} a 63,750 
ov 0 229% 
North America m4 ars 
South America u 1580 
‘oceania os 900 
TOTAL 1.76686 660.990 


Source: Adopted from Nestorovic (2010) 


What is Islamic Branding? 
Until now, fe seems to be no clear understanding of what the term ‘Islamic 


branding’ means, a situation th: to using the term ‘Islamic 


pe 


produced there are 


manner. For example, when the term is used to describe 


amic countries one would conclude that wines 


ic just because of the location of their production 


Consequently, wines ed in Tunisia, Turkey, Egypt and Jordan can be 


rightly described as Hal amic 

To avoid such confusion and reduce the likelihood of improper use, the 
term ‘Islamic branding’ is analyzed in this chapter according to its scope and 
how it has been used. To clarity, the term ‘Islamic brand’ could be used to 
describe brands as ‘Islamic’ because (1) these brands are Shariah-compliant 
ive, lalami y 2) ginate from an Islamic country, i¢ 
Islamic brand: nb or (3) their target is the Muslim consumer 
i.e. Islamic by ! Alserhan, 2010a). As shown in Figure 9.1, the 
combination of these three tions of Islamic brands creates four distinet 
types of brands: true Islamic brands, traditional Islamic brands, inbound 
Islamic brands and outbound Islamic brand: 


Figure 9.1 Categories of Islamic branding 
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1. True Islamic brands. These brands satisfy the three descriptions of 
Islamic branding: they are Halal, produced in an Islamic country, 
and they target Muslim consumers. The word ‘true’ which is used 
here doesn’t mean that the other categories of Islamic branding are 
wrong’. For example, the vast majority of the brands that originate 
from Islamiccountries are Halal, simply because they were intended 
for the Muslim consumer in the first place 


2. Traditional Islamic brands. Brands originating in Islamic countries 
and targeting Muslims. As explained above, these are assumed to 
be Halal, Prior to the globalization of Islamic markets, it was taken 
for granted that all brands available there were Halal 


3. Inbound Islamic brands. Halal brands that target Muslim consumers 
but originate from non-Islamic countries. These brands were mostly 
Islamized, i, changed in order to make them Halal, 


4. Outbound Islamic brands, Halal brands that originate from Islamic 


countries but do not necessarily target Muslim consumers, 


The Essence of Islamic Branding 


Attempting to understand and approach the concept and practice of Islamic 
branding in the traditional sense of b 


Sing will deprive firms of real business 
opportunities within the attractive Islamic market. This market, which is 
growing exponentially, is drawing both Muslims who want to practise their 


religion correctly and non-Muslims who are motivated by the simplicity, purity 
and humanity that Islamic brands are assumed to embody 


For Muslims, branding cannot be separated from faith, which dictates that 


all actions should be divine and that one loves and hates not because of his 


human desires but because his feelings are in line with Allah’s guidance. Trade 
relationships, e.g., even though they result in the satisfaction of earthly desires, 
should be forged with a divine intent betwe 


ies. Hence, the 


n business p 
entire relationship ceases to be of a materialistic nature and transforms into 
a good deed that will be noted in the divine record of each individual. What 
makes Islamic branding different is that manufacturers do not manufacture 
objects, they manufacture righteousness; sellers do not sell objects and things, 
they invite into a righteous life; and buyers do not buy necessities and material 
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comfort, they engage in worship. Such an understanding gives Islamic 
branding greater impetus and makes it much more powerful in connecting 
with customers than traditional branding. 


Islamic branding is about blending the religious with the materialistic and 
the heavenly with the worldly. It is about religiously integrating the brand into 
the lives of adherents, where it is incubated and lived with the sure anticipation 
of Godly rewards. In Islam, all actions are judged by their underlying motive 
or the intention behind them. Thus all actions and motions undertaken by a 
Muslim, if motivated by a pure intention become good deeds regardless of 
their outcomes. With the right intentions, things as simple as breathing, eating 
and washing, among numerous other activities, become good deeds that please 
Allah and warrant His satisfaction (Saced et al. 2001). Thus, when a Muslim 
rejects a Haram product or consumes a Halal one, it will count towards his good 
deeds. For example, eating healthy food is doubly rewarding for Muslims 
who, in addition to the prospect of a good health enjoyed by everyone, get the 
extra reward of knowing that they are complying with the teachings of their 
religion. The same example applies to almost all types of consumption and 
consumables. While non-Muslim consumers can be allured by the apparent 
benefits which can be easily realized within a relatively short time period, 


Muslims’ consumption is driven by a second yet mor 
a good deed. Thus if brand A of water is more Islamic than brand B then 


potent factor, i, doing 


Muslims are to actively adopt the first and actively neglect the second, Brands 
endorsed by religion become good deeds and that is what all brands that target 
the Muslim consumer should strive 


Islam is not only about Halal and Haram, as commonly understood by 


Muslim and non-Muslim branding experts who are either not well-versed in the 


related Islamic teachings or view them from an abstract perspective, Le., Halal 
and Haram. Moreover, many of those experts fail to appreciate the basic Islamic 
fact that Halal is the norm and Haram is the exception., which literally means 
that the majority of the things that Allah created and taught people about are 
created Halal; it is what people themselves do that transforms them into Haram, 
To illustrate, grapes are commanded in the Quran as fruits from paradise. 
However, processing them into intoxicating drinks makes them Haram. The 
Internet is Halal but using it to exchange or disseminate pornography and 
hatred is Haram. Cutting down a tree to build a house to shelter a family is 


Halal but cutting it down to build a summer house that will remain vacant most 
of the year is extravagance. 
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In particular, non-Muslim branding experts have difficulty differentiating 
between living Islam and having some knowledge about it and, thus, many 
of their branding consultations fall short of appreciating the depth of a brand 
ingrained in religion. It is not difficult to memorize the few items that are 
considered Haram in Islam. In fact, it doesn’t take an expert to say that Islam 
prohibits the consumption of wine, but it takes one to appreciate the strength of 
the general Muslim public’s feelings towards wine consumption. To illustrate, 
I was once invited to a dinner in the UK with a group of people who were 
supposed to be among the very few experts in the western hemisphere on 
Islamic branding, While they were discussing the potential of Islamic brands 
they were sipping wine. The point to be made here is that brands are strongly 
attached to emotions and their success depends on living, or at least feeling, 
them, In addition to abstract knowledge, they require passion, sincerity and 
honesty; discussing them from a purely academic perspective means depriving 
them of their soul. Sipping wine, dining on pork and discussing Islamic brands 
is certainly non-lslamic and that is probably why Western expertise, despil 
leading the branding efforts in the Islamic world for the last several decades, 
has so far failed to produce the long anticipated wave of Islamic supe 
they failed to live these brands because the underlying motivation for their 
branding efforts are commercial, the descriptor ‘good deeds’ is absent. What 
many experts see, including Muslims, is an opportunity for commercial gain, 
not one that has the potential to add an ethical dimension to the prevailing 
branding practices. 


Although branding to Muslims could make use of the branding techniques 
developed by Western experts, it has to take into consideration the spiritual 
needs of the target Muslim consumers. For Muslims, who are growing 
more spiritual, all actions are integrated and all actions are either pleasing or 
dippleasing to Allah. Thus, they are careful about what, when, where, how, 
from whom and how much to consume. Marketers could easily forget this long, 
chain of interrelated questions and issues to consider and thus risk alienating 
their Muslim customers. In fact, as noted earlier, Muslims are intrinsically 
motivated to actively boycott brands that seem to be in violation of some 
of the teachings of Islamic. The word actively means encouraging others to 
boycott as well. For example, a majority of Muslim customers who are aware 
of the Danish brands say that the quality and the price of these brands are 
competitive, if not superior. However; many Muslims stopped buying them 
throughout the Muslim world because they were actively branded as bad dee 
a sin; no one wants to be seen sinning! Being branded as a bad deed among 
Muslim consumers is a marketer's nightmare. 
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A conceptualization of related 
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Prophet Mohammai 

The Luthan Hote first hotel in Saudi Arabia wher 

publicly att ference, swim, dine or use the gyn 

anytime they please. All staff at the L female, from director 
to porters. Hotels like Luthan an se tu the region 

Thomas 2008 


Learning Objectives 


After reading this chapter, you should be able to understand and describe: 


Th 
The relationship between Ar 


relationship between Islamic hospitality and Islamic tourism 
b hospitality and Islamic hospitality 
ests not customers 


Islam's view of customers: g 
The status of guests in Islam 
The scope of Islamic hospi 
The market for Islamic hospitality 

The requirements of Islamic hospitality 
The challenges facing Islamic hospitality 
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Halal Holidays in the Sun* 


Muslim women can often be seen swimming while veiled - though they may 


not want to on beaches where most women are wearing bikinis. The problem 


sorts in Muslim countries with an international tourist 


trade. Expensive hotels in some Arab countries actually ban veiled women 


feel at home. One answer for Muslim 


so thi 


m their ps 


ay in the water together srism. 


milies who want to p 


The idea toc several years ago, as hotel companies witne 


ment sector and saw their 


success of the Shariah-compliant banking and inv 


opportunity. It encompasses the main aspects of Shariah-compliant living such 


4, separate mosques for prayer and modest 


nd with nearly 1.6 billion Muslims in the world, the potential 


dressing, 


market is huge 


Mizan Raja, his wife Nazma Begum and their four children travelled this 
wm the UK to Alanya, on Turke ithern, Med 


for a beach holiday. They had been to British resorts before ~ such as Brighton 


Southend-on-Sea ~ but Nazma could only watch while the others played, 


Ireally thought | was missing out to be honest, like I was held back from doing, 


thing that was really fun and enjoyable. But here, everybody has been 


Ived and hay s of fun,” she sal 


WOMEN-ONLY FACILITIES 


Large screens in the reception area of the family’s four-star hotel advertised the 


male models. Between enjoying the beach, the 


lities and pool areas, guests hear the call to 


Another feature that man: n consider the highlight is an 


near 


women-only swimming pool on the sixth floor, at the very top of the hotel 


Even the elevator acce one 


ing the pool is for women 


got into the pool we were both checked for cameras 


of women-only pools in England was 


lly been to a women-only pool session and 


alked in and he was going to be the lifeguard, which 


iow Fast Tra 
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contradicted what it was all about,’ she said. A remarkable thing about the 
women-only pool area is how relaxed the women look. Most of the women in 
the hotel were covered. They either wore a headscarf (hijab) or full-face veil 
(nigab). 


In the ladies’ pool, however, none of the women were covered, and some 
were wearing regular swimming costumes. ‘One person, the other day, I didn’t 
recognise her!’ Nazma said. ‘She was wearing the burkini [an Islamic bikini] 
but she looked so different because she [normally] wears the niqab. I could 
see her face and she was smiling, You could tell she felt safe and secure in this 
environment,’ Nazma added. 


GROWING MARKET 


On the beach ! met Thuraya Al Haj Mustafa, a Palestinian-German who has 
been coming to Turkey with her family for the past five years. They were one of 
the first families to try the Halal beach holidays. ‘What I enjoy myself is being 
able to go to the beach with my whole family, not just my husband, to go to 
the sea, I can go as well. can swim with my children,’ she said, ‘I can have fun 
with them. You know in Arab countries like Palestine its normal for ladies to 
sit by the beach but not to swim. Here I can do everything I like,’ Thuraya said. 


With countries like Turkey, Malaysia and Indonesia leading the way in 
Halal tourism, the Middle East has yet to exploit this young, growing market 
Dubai-based Almulla Hospitality, eg, recently unveiled plans for a Shai 
compliant brand, comprising of 30 hotels, and targeting Saudi Arabia, the 
United Arab Emirates, Jordan, Egypt and Malaysia. By 2013, Almulla wants to 
have 150 properties worldwide ~ including 35 in Europe - and plans to spend 
over $2 billion to reach its goal but there has been no news of its development 
Only a handful of Shariah or Hala! hotel developments have so far materialized 
in the region ~ yet the World Tourism Organisation says Gulf travellers spend 
$12 billion (£7.7 billion) annually on leisure travel. 


Abdul Sahib Al Shakiry, an Iraqi tourism expert and founder of Islamic 
Tourism Magazine, said that a good chunk of this money could be channelled 
into the Halal tourism industry. ‘People want to spend money and if you give 
them what they want, they'll spend money in this direction and there will be 
business,’ he said. But while some welcome the arrival of the Islamic beach 
holiday, athers see it as a form of isolationism. 


RINCIPLES © MARKETIN 
DOUBLE STANDARDS’ 

find it very alarm says Muslim writer and columnist Yasmin Alibhai 
Brown. ‘Cultura acism, which is what this to me is, i 
aying no comm manity. That we have to, even or be 
apart from .0.on holiday anywhere in the world and 
ou don’t have ti k forces you to drink.’ I accept the Halal food 

sment but there are always othe s you can eat, ‘How would we feel if 
there were Christiar Jays advertised’ she said. ‘We would be 
appalled. You can’t have di d 

Thura the off said hi an isolating 
but bri ether. “You see M people from all aver the 

orld. You hat from China, Russia and France 
The other t that wh any other normal vacation or hotel they 
vouldn’t accept me wearing tl Kini,’ she added t make me 

omfortable so why should I go warching, for isolation but 
there’s no other pc ty for lady,’ she said. 

Whether mdi . art, or brings them together 
one thing is f M N and the ren had a fantastic time on 
this beach holida 

On their la: Alanya, Nazma told me that the one thing that ha: 
given her a sense of freed h nad before is the burkini, ‘I'm not 
held back any more. I've been at th and take part and not think 
twice, Everyc en has been wea aki Idon’t feel like the odd 

ty isa thr sector that is at g significant attention and 
rector, which r wt he hospitality industry 
the Islamic w joption of business practices and finance 
ssed on the Islar f Shariah. This trend is developing rapidly 


sciated only with religious 


f fully fledged Shariah: 
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and Medina in Saudi Arabia. These hotels provide a competitive range of 
services rivalling those provided by traditional Western-style hotels, 


Although these hotels are being branded primarily as either dry hotels 
of Islamic hotels, their customers come from different cultural and religious 
backgrounds. While the religious appeal is effective in attracting Muslims, 
attracting Western tourists is based on motivations to travel that associated 
with well-being, conscious-lifestyles, and cultural appreciation (Stephenson 
etal. 2010), 


Even though one might contend that these hotels ~ Islamic hotels - have 
Jong existed in Saudi Arabia, it can easily be argued that the Saudi hotels were 
dry hotels, not specifically Islamic hotels; those hotels didn’t exhibit the Islamic 
hospitality experience, they merely operated 
regulations which ban aleohol, nightelubs and mixing in public. The spirit of 
an Islamic hotel was lacking in them, they were money-making hotels, not 


‘ording to the governmental 


true Islamic guest houses where guests are honoured because they are guests 
rather than because of the size of their pockets or beca 


se of the power of their 
sponsoring organizations. 


The new wave of Islamic hotels are different, they are Islamic because 
they have made a conscious choice to be so. It is true that their owners have 
recognized an opportunity but it is also equally true that their approach to 
capturing that opportunity is more professional than their rather archaic 
predecessors whose Islamic hospitality model was underdeveloped. This 
new generation of hotels aims to position and brand themselves as Islamic 
experience providers, not Halal hotels, Halal being only part of that experience. 
Having a room with a Qibla sign, a prayer rug, a bidet or an arch in the room 
is certainly not enough for that experience to be cansidered authentically 
Islamic. An Islamic hospitality experience must embrace the Islamic notions of 
hospitality in relation to congeniality and respect to visitors (Al-Hamarneh and 
Steiner 2004) and relates to principles embedded in the Quran emphasizing the 
absolute importance of being a good host (Din 1989). 


The Islamic principles of hospitality which embraced many of the pre- 
Islamic Arab hospitality traditions apply not only to hotels but to alll areas 
where custamers are present including educational institutions, hospitals and 
sports facilities, to name only a few. From this perspective the expansion and 
growth possibilities for this sector become endless as they no longer remain 
primarily restricted to hotels. Having said that, it should be understood that 


th hotel busi ugh to warrant the huge funds 


i for investme ear 2020 when it is expected to fully 


Arab Hospitality before Islam 


Pre-Islam rtured legendary levels of hospitality 


and generc hout history anywhere else, Arabs 
to please their guests and earn their 
pe ms these traits were 
dee ig @ Muslim closer to 


Arab historians re f Arabs competing to 
honour their guest ry is narrated about the 
man who is 5 ever lived, Hatim Alta‘ 
(lived around the end put AD 590). Hatim was 
questioned 
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"The son, breaking the only two lances he had, slaughtered the goat, 
prepared, and presented the food. When I asked about their condition, 1 
realized that the goat had been their only possession and yet, they had 


slaughtered it for me. 1 said to the old lady: "Do you recognize me? 


She said mo, | said: “1am Hatim Al-Ta’e, You must come with me to 
my tribe so that I can entertain you and shower you with gifts and 
presents 


The old lady said: “Neither do we seek any reward from our guests 
nor do we sell bread for money,” and she refused to accept anything 
from me. Witnessing this generosity, | realized that they were far more 
generous and munificent than me. 

EZsoflech nd. 


Arabs even named the dog ‘the voice of consciousness’ and ‘the creator of 
reputation’ because it attracts guests by barking and helps them locate hosts, 
Moreover, when it was too windy to light a fire at night dogs were dispersed and 
tied around the neighbourhood so that guests would be guided by their noise 
to the camp, Until this d 
will place his tent on the right side of the camp; and that is how guests know to 
whom they should go. 


y, the most generous man of a Bedouin community 


The Status of Customers in Islam: Customers as Guests 


The religious view of the customer as a guest is central to the conduct of 
Islamic hospitality, In Islam a guest is to be treated with the utmost respect 
whether he is an acquaintance or a stranger, In fact, being generous to a guest is 
associated with believing in Allah and in the Last Day, which are two of the five 
pillars of faith (Iman) in Islam; To believe in: Allah, His angels, His books, His 
messengers, and the Last Day (Day of Judgment). The prophet says: ‘He who 
believes in Allah and in the last day let him be generous to his guest.’ Although 
not being generous to one’s guests will not render a person a non-believer, the 
teachings of the Prophet demonstrates the importance of giving proper care 
and attention to guests through linking hospitality directly to with faith. 


The implication of this association is that in order to practise a higher level 
of faith and become an ever better Muslim, a Muslim's faith must be reflected 
in everything he does from removing harm from other's ways and honouring 
guests, all the way through to martyrdom. 


resources and abilit are many Quranic and prophetic teachings in 

this regards that specify the general guidelines that n treatment in 

DURATION 

Although there is no upper limit for how long a guest is to be treated as a gu 

Hi guestsaree a n of 24 hours of preferential treatment in terms 
Nonetheless, after the minimum period is concluded the 
wcnased ac 0 good deed by the hosts Whoever believes 
Day let him be generous to his neighbour, Whoever 

A f Allah’ He replied, ‘A day and 
charity for him. And whoover believes in Allah and the Last Day let him speak 
fair or stay quiet’ (Prophet Mohamma 


werving the best available food 


who takes the reins 


nould be provided where it 
ded by ah 


cated in close 


ation of good manners and noble 


‘On the Day of R 


ompense 
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nearest to me will be ane who display's in one’s daily life the best of manners’, 
‘On the Day of Reckoning the most w 


ighty item in the “Balance of Deeds” will 
be good manners’, and once a Companion asked the Prophet, ‘What is there 
that takes a Muslim to Paradise?” The Prophet replied, ‘Fear of God and good 
ma 


ners, 


Islam has also described the manner in which a person should meet his 
ts, These include, among others, cheerfulness and sincerity. ‘And your 


8 


smiling in the face of your brother is ¢ 


ines and thorns 
from people's paths is charity, and your guiding a man gone astray in the 
world is charity for you’ (Prophet Mohammad) 


ity, your removing of st 


Muslims have also been wamed against bad manners and are taught to 
cultivate all good and noble m« 

that is mean or wicked (Not 
manners and a bad moral conduct shall not enter Paradise’, and ‘No sin is more 
detestable to God than bad manners. 


al and social qualities and to avoid everything 


ni n.d.). The Prophet said: ‘A man with bad 


GREETING 


Islamic hospitality, aside from being associated with faith, is also associated 

ith the finer points of Islamic lifestyle traditions. One of the most basic of 
these traditions is the Islamic greeting of as-salaamu ‘alaikum (God's Peace be 
upon you). ‘When you are greeted with a greeting, greet with better than it or 


retum it, Allah takes count of all ¢ 


ngs’ (Quran 4:86). This greeting, although 
seemingly of a simple nature, has protocols specifyir 
should salute th 


ts use. ‘The rider 


walker, the walker the sitter, and the few’ the many’ (Prophet 
Mohammad). Finally, the Islamic greeting is not composed only of words but 
also shaking hands, which is encouraged as blessed and rewarded, ‘When two 
Muslims shake hands, their sins fall to the ground, as leaves of the tree fall to 
the ground’ (Prophet Mohammad) 


TENDERNESS 


Tendemess and the readiness to oblige and to put others at ease are all virtues 
‘of the highest order in the Islamic pattern of morality (Nomani nd.). ‘Hell's 
fire is forbidden for those that are mild and gentle and make it easy for others 
to deal with them. 
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God is compassionate and likes compassion in His creatures, He grants 


d and the tender-hearted than to those that are harsh and severe 


more to the ki 


GENTLENESS OF SPEECH 


4.) 
ind 


harsh behaviour is to 


In Islam, gentleness of speech is a virtue and rudeness is a sin (Nom 


‘Speak fair to the P litely is piety and a 


2:83). ‘To speak p 


of charity’, ‘To i lang: 


perpetrate an in s Hell’, and ‘Rudeness in 


peech is hypocrisy (i.e, the 


On the other ha be considerate to his host's 


afford, A guest should 


not exploit his prescribed r wescribed duties. The 


Prophet said; ‘It is unlawf im to stay with his brother until he 


makes him fall into sin.’ The companior ‘O Messenger of Allah, how can 


make him (the ho 


he (the gue plied, “That he stays with 


Jenough money] to serve him food. 


him while he 


om Imam Ghazali’s book 


To conclude, the following paragraph f 


Prophet Mohammad treated hi 


The Messenger of Allah wou " fe would even spread 
his garment . He used to offer his guest hi 
that nerous of people. He gave euch 
on " aze and attention to those whe 

” E ering 


Definition and Scope of Islamic Hospitality 


das one that caters to the nee 


Currently Islamic hospitality is di 


Muslim travellers, tourists, v Jay goers and businesspeople 


family-friendly and culturally sensitive 


who look for a 


and experience-enriching hotel. Although the use of the term Is being, for 
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now, limited to the development of Islamic hotels, its scope is much broader 
and includes other areas such as catering, hospitals, and most other services 
businesses. In fact it includes each single encounter between people, whether 
business-related or otherwise. For example: 


1. Islamic hospitals were established in the Middle East much earlier 


than hotels; the Islamic Hospital in Amman, Jordan, went into 
operation in 1982, 


2. Most educational institutions and many universities in the Arabian 
Gulf have gender-based facilities where male and female students 
do not mix anywhere in the campus 

3. The airline catering industry has long catered to the needs of 


Muslim travel als. 


s by serving Halal m 


4. Gender-based gyms and coffee-shops are also proliferating in many 
Muslim countries, 


5, Female-only entertainment and folklore bands exist. 


6, There are all-female-operated jewellery stores, 


Female chauffeur services are available 


Although ane might argue that many of these services traditionally fall 
outside the hospitality domain, the way they operate, and especially their front 
stage employees, are engaged in what might be rightly described as hospitality 
activities, and more so, Islamic hospitality activities. Islamic hospitality, which 
is based on being kind, honest, hospitable and merciful to everyone whom a 


Muslim meets, raises the status of a client, any client, from a customer to a 
guest; a guest to the company’s premises and facilitations whether that guest is 


an actual or a virtual guest in the company’s cyberspace. 


The Market for Islamic Hospitality 


Director to porter, the Luthan Hotel in Riyadh employs only females. The hotel 
demonstrates the trend of emerging demand for hotels that accommodate the 
needs of a Muslim clientele. It also denotes the growing interest from Shariah- 
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compliant investment funds in the booming regional tourism industry where 
Muslim investors controlling seemingly infinite liquidity are following their 


principles (Thomas 2008), Such a principled attitude to investment represents 


a generous opportunity for Shariah financers. Although how much of this 


mic hotels is difficult 


third of the 


1ed into actual demand for Isi 


opportunity can be transla 


to determine, it is argued that demand is enough to satisfy om 
the Gulf Cooperation Council (GCC), This is 50 


new hotels being constructed in 


because demand for these Islamic hotel services is nc 


the rich in the Muslim world. Overall, Muslims are 


nger coming only from 


avelling more, on business 


and on holiday, and they want principled hotels during their travel, Hotels 


that target this new niche include Sharjah's Coral International, Flora Group of 


Dubai, Grand Seraj Hotels & Resorts, Rotana’s Rayhaan, KM Holdings’ Tamani 


Hotel, and Almulla Hospitality which is p) nvest $2 billion in creating 


ining to 


the world’s first and largest Shariah ational hotel chain. 


ompliant inten 


In total, these projects are planning hundreds of new Islamic hotels around 


the globe to tap into the rising regional dem 


nd from GCC citizens travelling 
abroad, which the World Trade Organization estimates at $12 billion pe 
By 202 


there will be 900 new hotels worth $1 trillion (Thomas 2008). 


Although these hotels are trying to position themselves as culturally 


nsitive Arab and Islamic hospitality brands created using Shariah-compliant 
junds, no brand has successfully achieved that status yet. That is of course, 


aside from the Mecca and Medina brands in Saudi Arabia that are being 


developed solely for religious tourism; their brand targets customers in these 
P 


two cities and there are no plans to capitalize on their brand equity and expand 


anywhere else 


While the immediate target for investments in Islamic hotels seems to be 


the Muslim clientele, particularly observant families from the Gulf, middle- 


class Muslims who ai 


ravelling more, and non-Muslim travellers are 


being approached. The increase in the demand from Muslims is due, among, 


other factors, to the increased self-awareness among Muslims who are shying 


away from travelling to the ever more family-hostile Western environment 


and searching for the more peaceful and surprisingly thrilling and diverse 


alternative within the Islamic countries. To quote a prominent Muslim writer 
Naseem Javid: "The West's constant scrutiny of Muslims around the world 


w created an unstoppable awareness among Muslims to recreate and 


redefine t id establish their own standards’ 


dentity, manage their affairs, 
(Javed 2007). As the example at the beginning of this chapter illustrates, instead 
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of travelling to Europe where a Muslim family will be exposed to severe cultural 
differences, travelling to Dubai, Malaysia, Turkey or Saudi Arabia provides 


Muslim families with the much needed feeling of security and tranquillity 


While the religious affiliation of Islamic hotels plays a major promotional 
factor when selling to Muslims, non-Muslim travellers are attracted by the 
appeal of a culturally different approach to hospitality and a sense of peace and 
humanity that are lacking in the Western model of hotels where the concept of 
hospitality has lost much of its ec 


tent due to cultural issues, rigorous profit 
seeking and severe budget cuts. 


Shariah Compliance Rules for Islamic Hotels 


Investors in the Islamic hospitality sector, which is beginning to mature 
have ‘suddenly’ come to recognize the fact that Muslim travellers 1 
approximately 10 per cent of the huge global travel market and that Muslims 


travel, like everybody else. However, Muslim travellers are different, They are 
deeply guided by a © 


mprehensive set of religious rules and guidelines that 
many of their activities should be 
such, Islamic hospitality, in addition te 


specify how, when and whe ried out. As 


assuring Muslim clients that the food 


ations are Shariah: 


is Halal without their having to ask and that all hotel ope 
compliant, there are numerous related activities that enhance the im 
h 


or Haran: they are part of fine touches of the Islamic lifestyle. 


ge of the 


wel as an Islamic hotel. These activities are not necessarily classified as Mala 


One of the most comprehensive lists of these fine touches that signify the 
Islamic identity of the hotel has been provided by Almulla Hospitality. The 
company which claims that ‘Our brand proposition is so distinct that guests 
will be confident that our brand v 
the most important investors in the field of Islamic hospitality. According to 
Almulla, the common rules that must be adhered to by a hotel to classify as 
Islamic include, but are not limited to, the following: 


lues have universal consistency’ is one of 


1, _ Islamic finance. Islamic hotels should be financed from funds 
compliant with Shariah regulations and part of the revenue must 
be contributed in the form of Zakat (obligatory charity) (Bakr 2008). 


d 


in hotel rooms because Muslims must face Mecca every time they 


2. Markers indicating direction of Mecca. Markers should be plac 
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pray. These markers can be placed on the ceiling, the walls, the 


floor, or any other object within the room. Basically these markers 


are basic black or green arrows with the word Qibla (Mecca) written 


aith associate 


de them. This th requirement but a 


augmenter 


ce provided by the Islamic hotel. 


No alcohol to be served on the premises. It is widely known that 


Islam doesn’t tolerate the al 


hol-related consumption business 
This substance can be used for industrial purposes but cannot be 


at a personal level. A hotel that sells alcohol will not be 


alal food must be served; no pork allowed, What applies to 
alcoholic beverages applies to pork and pork-based products; an 


ve pork even to its non-Muslim clients and 


order it in the first place. Even if the Halal 


id which is not Shariah: 
alled Islamic, An Islamic hotel 


of food only and that is Halal. For 


k and any other fe 


details concerning ¥ 


ubstances are Halal 


refer to Chapter 


cial er Unfortunately, in the 


nindss of many Mi 


msand non-Muslims, the words’Muslims’ and 


‘entertainment’ do not come together due to m 


lam by Muslims and incorrect 


cotyping 


sthers. Yet, one of the m 


ing a balanced 


fe. Entertainment in Islam permitted, it is endorsed 


Imam Ali, the fourth Mustim caliph, said; "The believer's time has 


three period period when he is in communion with Allah, the 


period when he manages for his livelihood, and the period when he 


free to enjoy what is lawful and pleasant. And the last part is an 


Entertainment is an important component of the personality 


of the Muslim and ne of his religious duties. The Prophet 


said: "En hour and an hour’ which means 


J to entertainment in the same way 


ip. Such entertainment 


SLAMIC HOSPITALITY 181 


takes many forms. For example, the Prophet teaches: Teach your 
children archery, swimming, and horse riding, 


Islamic hoteliers should be flexible and creative in providing good 
lawful entertainment. Besides swimming, archery and horse- 
riding, entertainment could include lively competitions among 


guests, watching movies and reading books that do not portray 


indecency, family games, poetry and Islamic music, painting and 
drawing ete. ‘Passing time is easy, whether it is spent basking in 


the calm atmosphere, t 


ng a dip in one of the pools — away from 
prying eyes — or sipping on a refreshing fruit cocktail’ (Bakr 2008). 
J 


On the other hand, gambling, music, wine, sculpting, female-b. 


ices are forbidden in Islam 


entertainment and indecent perform 
(Jaffery 2009), 


Staff to be predominantly Muslim. Muslim employees are better 
equipped to understand the needs and cultural sensitivities of 


the Muslim clientele. tn 


dition to the little training that will b 


needed to sensitize Muslim staff, their presence provides stronger 


m clientele on the ide 


assurance to Mus! y and services offered 


in the hotel 


Male staff for single men and female staff for women and families, 


Muslim men tend to be very jealous and sensitive when it co 


their families are exposed to, Even 


to who the female members 


in hotels and places tha 


are not necessarily Islamic many Muslim 


families will ask specifically for a waitress not a waiter to serve 


the 


Separate male and female wellness facilities such as gyms. Islam 
takes a very strong view on mixing between genders and takes 
many precautions to ensure that unwarranted mixing does not 
es, both 


occur, for fear of what that might lead to, In these faci 


men and women wear clothes that are tight, short or revealing, 


dress characteristics that are unaccepted in the Islamic code of 
dress. Moreover, Muslims generally, both men and women, are 
table mixing in public as others and thus many will 
ind not use these facilities, eventually reducing their 


not as com 


just opt out 
contribution to the guest's Islamic hospitality experience. 


n the 
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conditions and evoke a sort of nostalgia, a passion for the past, a 


beautiful yet unattainable state of being, 


15. Beds are not to be placed in the direction of Mecca. A Muslim sleeps 


om his right side with face towards Meo 


a, left hand extended along 
the body, and right hand placed under the cheek. The location of 
the hotel will determine the direction of the bed. For example, a bed 
in a hotel in New York, US, means that ¢ 


1e person faces east with 
head south and legs extended north, while a person in China will 
face west with head north and legs south; it all depends on the exact 
location of the hotel in relation to Mecca. 


16, Toilets must not be facing Mecca. Like the position of beds above 


this is not a 


iatter of Halal or Haram: it is a matter of showing 


respect to Islam's holiest place 


17. Quran, prayer mats, subha (prayer beads) in each room or at the 
front desk. Many Western hotels provide bibles in guests’ rooms, In 
an Islamic hotel, Islamic ma 


sare provided instead, 


Although some of these points represent core services without which a 


hotel cannot be classified as Islamic, many of them make up the augmented 
Islamic hospitality experience needed to compete in this emerging field where 
competition is being based more and more, not on the core Halal attributes 
red at the Islamic hotel, but on the finer touches that 


nas Islamic but 


pot usually classified as Halal or Maram. 


Special Challenges Facing Islamic Hospitality 


1. Couples who are not married. Asking non-marrled couples 
checking in to provide documents to prove they are married is 
a sensitive issue that needs to be approached with care, Islam's 
view on extramarital relations is unswerving; it is forbidd 
the policy of an 
jows only singles and families should be made clear 


n and 


5 one of the 


condemned najor sins. The fact thi 


Islamic ho 
beforehand in order to avoid embarrassment at check-in and to 


spare unaware guests the trouble of trying to find an alternative 
hotel. Unsuspecting guests who arrive at check-in should be turned 


down gently and helped to find alternative accommodation, One 


miliar Islamic music and it wil 
ne ng, their short stays, Islamic 
\ entertainme private i 
neet each other, if they so wish, through 

a for al rticipate will allow 
ers. One point that needs to be iterated 

¢ self-p amnic hotels tend to be 
tel iss Dubai explain’ 

¥ were non-Arab couples arrive 

a {Jet them stay in 

. ve.’ The hotel though 

and whi not acceptable behaviou! 

i in the fact that ‘many panic 

. r any ethical reason but because 

} ers and managers need to 

cisa principle on a matter there 
cond interpretations. Even flexibility 

re facing, the sar that 


. result tend to apply 

e that use they are Muslims, they 
arr rong assumption indeed since 
e remembered the teaching of their 


mile in t ur brother is a charity 
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Training, which could be expensive even for Muslim staff, needs to 
be carried out professionally either in house or outside, although it 
is also hard to find qualified trainers in this emerging field to train 
enough people to fill all the vacancies. 


Loss of revenue from the sale of alcohol. A major challenge to 
building and running an Islamic hotel is the loss of revenue from 
selling alcohol, which contributes about five per cent of a hotel's 
revenue in a traditional Western-style hotel. Because hotels in 
the region are social hubs, many people frequent the hotel not to 
stay but to socialize and return home at the end of the night, the 
alcohol contribution could be even higher in the region than its 
‘counterparts in the West. For an Islamic hotel this type of customers 
will most likely be lost. Therefore, without revenue from alcohol, 


Islamic hotels need to generate new and creative revenue streams 
and strive for higher occupancy 


6. Marketing. Are these hotels dry hotels or Islamic hotels? Do they 
position themselves as ‘Islamic’? If they were branded as Islamic 
would that alienate the non-Muslim cli Since most non: 
Muslim customers will not be aware of all the benefits that Islamic 
hotels offer, Islamic hoteliers need to educate the market and the 


order to create awareness about what Islamic hotels 


te and how are they different from other hotels. 


consumer 


ate, how they ope 


Conclusion 


Without alcohol, night clubs, open gender mixing and Western music, the 
Islamic hotel experience might not be for everyone. Nonetheless, those who are 
interested in them are enough to keep this sector of hospitality going for a long 
time before it reaches maturity; it is rapidly growing and planned to capture 
10 per cent of the USS1 trillion to be invested in hotels in the Middle East by 
2020, Shariah-compliant hotels, where most investment in Islamic hospitality 
is directed, have only recently begun to spread, although dry hotels, which are 
commonly confused with Islamic hotels, have for many years existed in Saudi 
Arabia, Qatar and Kuwait out of necessity. Since aloohol in these countries is 
prohibited, hotels were wrongly classified as Islamic, which created serious 
branding and positioning problems. While hoteliers knew that operating 
dry hotels is represents an attraction to some, as much as it is detested by 
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